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= Felt Turban or Toque, 
trimmed exactly like cut, 
with jetted parrot, satin ribbon 
and ornament, any combina- 
tion of color, actually worth 
$3.25» In order to introduce 
our business to the readers of 
Tue Semt-WEEKLY REPUBLIC 


we will offer, for ten days, to 
send one of these beautifully 
trimmed Turbans or Toquesto 
any address, securely . packed, 
on receipt of $1.09 and this 
coupon. Address 
E NEWMAN & CO,, Milliners, 
2703 Feauklia Ave., St. Lonls, Mo. 





Fac-simile of Advertisement. 


The above advertisement appeared one week in the Szemi-WeexLy REPUBLIC, set in 
seventy-five lines agate, single column. Over 200 orders accompanied by the cash were 
received in two weeks. 

The orders came from the following States and Territories, and numbered exactly 203: 

Texas, 61; Arkansas, 43; Missouri, 20; Indian Territory, 14; Illinois, rx; Louisiana, 
tr; Kansas, 9; Mississippi, 5; Montana, 4; Kentucky, 4; Tennessee, 3; New Mexico, 3; 
Alabama, 2; Idaho, 2; Virginia, 2; Florida, 2; Arizona, 2; Oregon, 1; New Hampshire, 
1; Georgia, 1; Washington, r and Wyoming 1. Ask for rates. 


THE REPUBLIC, sT. Louis, MO, 
Qr New York Office, 146 Times Building. 
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We SELL circulation by the thousand 

copies, as the woolen manufacturer 
sells by the yard, the rolling mill by the. ton 
or the grain dealer by the bushel. 

Advertisers can buy circulation, paying 
a stated rate per line for each thousand copies, 
as they would purchase any merchandise. 

The price for $250’s worth is % of a cent 
a line per thousand copies. For $5,000's 
worth, 4% of a cent a line. 

A statement of the number of copies in 
which advertisements have been inserted is 
sent advertisers weekly. 

One electrotype, one order does the busi- 
ness. 


Catalogue sent postpaid. 





ATLANTIC COAST LISTS, 


134 LEONARD STREET, New York, 
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WITH ENGLISH ADVERTISERS. 


By T. B. Russell. 
Lonpon, Dec. 22, 1894. 

A chapter might very well be writ- 
ten on the advertising that isn’t done, 
and it could be a pretty long one, too. 
There are some things eminently 
adapted to really effective advertising. 
They seem to invite it, and yet they 
get either no advertising at all, or 
only such advertising as is com- 
monplace, dull and flat. The poor 
way in which books, for example, 
are advertised has often been a sub- 
ject of remark in PRINTERS’ INK. 
It is difficult to think of any one 
thing which is susceptible of more 
varied and interesting treatment than 
books. Yet a book ad, ninety-nine 
times in a hundred, is limited to the 
statement that such and such a book 
has appeared, and that such and such 
remarks have been made upon it in 
the reviews. Sometimes these remarks 
are very unfairly quoted, too. For 
instance, a reviewer will say some- 
thing like this: 

‘Mr. Achitophel Dryden Absolom 
surpasses himself in his new work, 
‘The Plum-colored Dandelion.” We 
had always supposed that Mr. Absolom 
reached the lowest depths of twaddle 
in his last production, but this one far 
transcends even that monument of im- 
becility. We shall be interested to 
see what he will do next—that is, if 
any publisher can be found to disgrace 
his book shelves with a third such ex- 
aibition of blatant incompetence ’’— 
and so on, and so on, in the urbane 
style cultivated by some of our literary 
journals. What does A. D. Absolom 
do? Does he curl up and say noth- 
ing, or bring an action for libel? Not 
a bit of it! The publishers quote 
the review like this : 

‘The Zatansville Gazette, in review- 
ing Mr. Achitophel Dryden Abso- 
lom’s new book, ‘The Plum-colored 


Dandelion,’ says: ‘Mr. Absolom sur- 
passes himself in his new work... . 
we shall be interested to see what he 
will do next,’ ’’ etc., etc. 

This may be ‘‘sort of ’’ clever, but 
it is not good advertising, because one 
book is advertised so much like every 
other book, that unless a man is abso- 
lutely searching for the name of some- 
thing to read, there is no temptation 
to read the advertisements at all. 
The weekly papers of the more or less 
blood-and-thunder kind do better in 
their advertising. They get out a 
blood-curdling picture and print an 
extract that stops short off where the 
beauteous maiden is just about to be 
hurled over the cliff by her bloodthirsty 
and ruffianly betrayer. Below there 
is a recommendation to seek the sequel 
in the Weekly Tomahawk (or what- 
ever it is). The people they are after 
read such extracts as this, and though 
they ought to know perfectly well 
that the hero will turn up just in 
the nick of time to save the fair 
Evangeline from her doom, they 
step out to the bookshop and lay 
down their pennies like men. 

The high-class publishers might very 
well write up their wares, not on this, 
but on some more descriptive plan 
than at present. But up to now they 
stick to the old-fashioned methods right 
through. Mr. Fisher Norwin, it is 
true, gets out some weird wall-posters 
from time to time, designed by Aubrey 
Beardsley, whose queer-looking, but 
often extraordinarily clever, work in 
design must by this time be pretty 
well known in America; but for the 
most part books, as distinguished from 
periodicals (which are often very well 
advertised) are but poorly announced 
in the newspapers. 

= + > 


This, however, is a digression, be- 
cause book ads have already come in 
for comminatory criticism in PRINT- 
ERS’ INK. But there has been very 
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little said about two other kinds of 
advertising which, for two or three 
reasons, might be made very interest- 
ing, but which, so far as newspaper 
advertising goes, are usually permitted 
to remain egregiously dull. I allude 
to railway advertisements and insur- 
ance advertisements. Some of the 
very finest printing in the world is got 
out in books and illustrated pamphlets 
relating to American railroads. We 
sometimes get something of the kind 
(but it is always very inferior) in re- 
gard to our English railways. But 
what an opportunity for good newspa- 

r and. magazine advertising is here 
ost! Think of the illustrations— 
views, snap-shots and so forth—that 
might be employed! Think of the 
way in which places on the different 
lines—summer resorts, suburban resi- 
dential districts, seaside and farm- 


house homes, and all that—might be pb 


written up. There are railway adver- 
tisements in a few daily papers, but 
they bashfully secrete themselves in 
the most ordinary type, and as for 
smart writing, why it would be an in- 
sult to suggest such a thing to them! 
All that is done in these advertisements 
is to mention some of the towns which 


are touched by a given railway, and 
enumerate any special or cheap excur- 
sions that are being run. 

= * 


It is not poverty that keeps the 
railways out of the enormous benefits 
they might reap by a suitable adver- 
tising scheme. There is plenty of 
money, but they are so overgrown 
by conservative tradition that nothing 
is done—though some good posters 
are sometimes used. The same with 
insurance companies. Some of these 
have very good posters. But their 
advertising, outside the London dailies 
(I don’t complain that there is nothing 
very smart:there ; you can’t very well 
be otherwise than dull in the 7imes), 
is mostly confined to insets in maga- 
zines. What are these insets? Are 
they bright, terse, well-written and 
short sermonettes on the duty of life 
insurance, and the special facilities of 
this, that or the other company? Not 
abit! They are simply in the nature 
of an index. If you want to know 
what sort of rates will have to be paid 
for insurance in different companies, 
all right. The information is there. 
But a man who wants to know this 
is practically convinced already. Any 
solicitor of advertising will tell you, 


on this same analogy, that when a cus- 
tomer can be got to ask, ‘‘ Well, what 
is the rate per inch?’’ the battle is 
pretty nearly over, and the order is 
coming along. But the advertise- 
ments ought to be constructed so as to 
do the convincing for themselves! 
They ought to look so interesting that 
a proportion of the people who see 
them will read; and so convincing 
that, once caused to read, the reader 
will be at least induced to think seri- 
ously of acting. It is enough to make 
an advertising man’s mouth water to 
think what one might do with the 
money that insurance offices spend. 
* ~ 

Going back to railway advertising, 
there is another form of publicity 
often described by that name, viz., 
the wall signs at railway stations. Are 
these seen? Some people, who might 
e supposed to be observant, say 
‘*No’’; but the method is used con- 
tinuously for long periods by the same 
firms, and one does not see how this 
can be so unless it pays; though I 
certainly do not think that it pays as 
richly as newspaper advertising. 
George Eliot, in one of her letters, 
said that she always noticed these 
things very prominently. -But one has 
to remember that she usually had 
some one looking very carefully after 
her, and saving her all rush and worry, 
so that the confusion and excitement 
of train-catching were not, in her case, 
factors to be considered, as they are 
when we try to estimate the effect 
of railway-station advertising on men. 
This looks as if railway-station ads 
ought to be good for women’s wares ; 
but it must not be forgotten that wom- 
en travel less than men. 

* x % 

One of the most genuinely pretty 
advertisements running in the English 
papers just now is this one of Taddy’s 
Myrtle Grove Cigarettes, a wood cut 
of a beautiful girl, and it serves, too, 
to illustrate a principle which was 
rather acutely pointed out to me by 
Dr. Bedortha, who is conducting for 
Mr. J. M. Richards the agency of 
Camelline, the California ‘‘ beauti- 
fier.’’ It is sometimes said that fe- 
male heads, theatrical photographs, 
and so on, are inappropriate to tobacco 
advertising. The inappropriateness 
is apparent only. It needs no par- 
ticular acuteness of observation to note 
the fact that men’s attention dwells 
naturally on beautiful faces and at- 
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tractive figures of women; so that 
men (who are what the tobacco adver- 
tiser is after) are readily caught by 
such announcements as contain these 
features; while, if one was advertis- 


ing to women, athletic, powerful and 
virile men would, though seemingly 


nappropriate, be the more really at- 


pictures. 


ractive advertising 
& ~ 2 


For the Year Book issue of PRINT- 
ERS’ INK was substituted, among En- 
lish advertisers, a 24-page ‘‘ Special 
English Number,”’ which Mr. F. W. 
Sears, the London publisher of this 
journal, had the enterprise to get out 
in time for the occasion. While this 
special number was on the press a 
well-known advertiser called Mr. 
Sears’ attention to some barefaced 
plagiarisms from PRINTERS’ INK by a 
contributor to London Fame, named 
W. E. Carson. London Fame (I may 
explain) only in name resembles a New 
York monthly, issued under the same 
name, and it (London Fame) is a smart, 
ably-conducted monthly. Mr. Carson, 
who was contributing ‘‘Passing Notes’’ 
to Fame, had spared himself the labors 
of literary composition by the simple 
process of lifting here a paragraph and 
there a paragraph from old numbers 
of PrinTERS’ INK. He especially 
‘*patronized’’ the series of articles 
reprinted in the little book on the prep- 
aration of advertisements which Mr. 
Romer edited from PRINTERS’ INK a 
year or two ago, and it seems proba- 


ble from this choice of Mr. Carson’s 
that he must be one of the few people 
in England who possess that valuable 
primer, which is the very Lindley 
Murray of advertisement writing. 
Fame, as a matter of fact, was an in- 
nocent victim of Carson’s theft. I 
have seen his receipts for money paid 
him by the proprietors. Of course 
they might have ‘‘twigged’’ it, but 
their offense is no more than careless- 
ness. The facts were stated, with in- 
cisive commentary, in Mr. Sears’ Spe- 
cial Issue of PRINTERS’ INK, forming 
an admired feature of that enterprise. 
s & * 


Here are just one or two small ad- 
vertisements that may prove interest- 
ing. The first is, no doubt, an effort 
on the part of a new hair-dye man to 
get the names of some people worth 
circularizing : 





F every person who during 1893 and 1894 pur- 
I chases some hair dye ofe London firm will 
write to Oswald Blanche & Co., 5 ry 
lane, London, they will hear of something to 
their advantage 





The next is quoted at second hand, 
having been clipped from that excel- 
lent London evening paper, the Zcho - 





In the advertisement columns of a North of 
England paper the following extraordinary ad- 
vertisement appeared the other ay: “A Child 
of God, seeking employment, would like to take 
charge of property and collect rents; 4 
slight knowledge of architecture and sanitary; 
can give unexceptionable references ; 3 
married. Address J 167, at the printer’s.” 


* * * 





The next two are from the ‘‘agony”’ 
(. e. ‘‘personal’’) column of the Lon- 
don Standard, in which, previously, a 
gentleman had advertised for the ad- 
dress of ‘‘the lady who sat next’’ him. 
To his touching appeal appeared the 
following reply : 





M ARBLE ARCH—The lady who sat next gen- 

4 tleman in omnibus last Sunday evening 

would like to know why he wishes to hear from 
er. 





which he answered in the following 
grateful strain : 





N ARBLE ARCH—Most kind to reply. Expres- 
4 sions purely honorable. Write E. Bruce 
care of Batson, Grosvenor street, W. wil 
reply explaining. 





and here, for an expectant public, the 
romance ended. 
—_——~oo—_——_ 


We may live without fools, politicians and 
cranks ; 
We may live without love, we may live 
without thanks ; 
We may live without dudes and society's 
fads ; 
But where is the merchant who can live 
without ads? 
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DR. TALMAGE AND THE POST- 
OFFICE DEPARTMENT. 


Mr. J. C. Jewett, long advertising 
manager of the Christian Herald, Dr. 
Talmage’s paper, informs PRINTERS’ 
InK that the issue of the Christian 
Herald for December 5th, 1894, ex- 
ceeded one million, five hundred thou- 
sand copies. These were mainly sent 
as sample copies, as is permitted by 
the law—a bad law doubtless. A 
specimen of that edition will be in- 
teresting to any one who has an op- 
portunity to investigate it. It con- 
tains twelve pages, printed in black, 
blue, red, brown and gold; all very 
attractive, interesting and proper. If, 
however, Dr. Talmage had submitted 
a sample of that issue to the New 
York postmaster before printing it 
and obtained his approval, and then 
had received notice from the Depart- 
ment at Washington, before the au- 
thorities there had seen a copy, that 
it could not be mailed until each copy 
had a stamp attached, what would 
the good Doctor have said ? 

From the New York Sux of Wednes- 
day, Jan. 2, the following instructions 
for attaching stamps are extracted. It 
was oe after consultation with 
Mr. Dayton, the efficient postmaster 
of New York City: 

DON’T LICK THE MUCILAGE. 


MOISTEN THE PICTURE SIDE OF THE STAMP 
AND THE ENVELOPE, MR. DAYTON SAYS. 


Replying to complaints concerning the lack 
of pe eed pins in the mucilage on the 

resent issue of postage stamps, Postmaster 

ayton says that the matter has been 
brought to the notice of the Post-Office De- 
partment and is receiving its careful attention 
with a view to provide a remedy for the de- 
fect, which it is believed has been caused by 
the difficulty encountered by the new contract- 
or in obtaining proper material. In the 
meantime, Mr. Segue suggests that the 
moistening of the printed surface of the 
stamps, and the surface of the envelopes or 
wrappers to which they are to be affixed, 
leaving the mucilage unmoistened, will be 
found effective in obviating the difficulty. 


Any one can see that the matter is 
quite simple. If Dr. Talmage sucks 
each stamp so as to moisten both 
sides simultaneously, and applies one 
a second, or 3,600 an hour, and works 
ten hours a day, he could dispose of 
the whole job in less than six weeks 
by working Sundays; but wouldn’t 
he swear, though? 

—__+or— 


Tue commercial physician is the man who 
feels the public puise and prescribes such 
bargains as the case may demand, using ad- 
vertising columns for prescription blanks, 


THE PRICE VARIES. 
Youncstown, O., Dec. 29, 1894. 
Editor of Printers’ Ink: 

What do you regard the right price per 
inch aad year for display advertising in local 
weekly newspapers having circulations of 
1,000, 1,200, 1,500, 1, and 2,000? Local 
reading notices. A SuBscriBer. 

It would depend upon the amount 
of space used and the localities in 
which the papers afe published or 
circulate. The question whether the 
publisher of the paper is a good busi- 
ness man or not, will also have an im- 
portant bearing on the price to be paid. 

—— ++ 
NEWSPAPER CENTENARIANS. 


The Rutland Hera/d has commenced the 
second century of its existence. Itannounces 
that there are only thirteen American news- 

apers which have reached the century mark. 

fhe following are the names of the papers 
and the years when they were established: 
New com y mapa Gazette, Portsmouth, N. H., 
established in 1756, Newport Mercury, New- 
ort, R. 1., 1758; Connecticut Courant, 

artford, Conn.; Massachusetts Spy, Boston 
and Worcester, Mass., 1771; New Jersey 
Fournal, Elizabeth, N -» 1779; Augusta 
Chronicle, Augusta, Ga., 1786; Hampshire 
Gazette, Northampton, Mass., 1786; Salem 
Gazette, Salem, ass., 1790; Greenfield 
Gazette, Greenfield Mass., 1792; New Jersey 
State Gazette, Trenton, N. J., 1792; The 
Guardian, New Brunswick, N. a 1792; 
Portsmouth ‘ournal, Portsmouth, N. H., 
1793; Rutland Hera/d, Rutland, Vt., 1794.— 
Syracuse (N. Y.) Post. 


i 15 Ihe ebitld, tat, dimpled 
ale the Cracker flaky and light, 
“Bar came from ibe Factory Marvin 
thmald blyityeme and gay, 
ay jt wag the liveng day 
Hare — itd, Jar, dimpled 
phers tak) 
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Readers have means with which to 


buy the best there is. They are 
discriminating, though. 

If you, yourself, believe that you 
have the right sort of goods to sell 
tell SUN readers about them. 


we CDE Sun... 


NEW YORK. 
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Publishers’ 
Announcements. 


For many years THE NEW YORK EVENING POST 
has contained mcze publishers’ advertising than any other 
daily newspaper in ths United States, and the excess is now , 
greater than ever before, as will be seen from the following 


statement : 


151,071 lines of publishers’ advertising printed in THE 
EVENING POST from January 1, 1894, to December 
22, 1894. 

165 per cent more than appeared in any New York morning 
paper, or in any paper in the United States, in the same 
period. In 1893 the excess was 116 per cent. 

72 per cent more than was printed in all other New York 
evening papers together in the same period. In 1893 the 

. excess was 49 per cent. 

In other words, THE EVENING POST, from January 1 
to December 22, 1894, contained 532 columns of publishers’ 
advertising, and the largest amount printed in any other daily 
paper was 201 columns, and the amount printed in all other 
New York evening papers together was 309 columns—allow- 
ing twenty inches to the column. 

Two conclusions may be drawn from this statement, the 
first that the publishers generally believe that there is one 
paper which pre-eminently appeals to the readers of good lit- 
erature—those who buy books ; and second, that the columns 
of THE EVENING POST afford a practically complete 
reference list of new publications, and that the paper has be- 
come in a sense the official medium for such announcements. 

It may be added that in no other daily newspaper in the 
United States is so much space given to book reviews and 
other literary matter. The literary notes published on Mon- 
day of each week contain the announcements of new publica- 
tions, and these notes are followed by reviews which are con- 
tributed by leading writers and specialists. 


e-€-& €- 0-39-3933 


Publication Office, 
206-210 Broadway, N. Y. 
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prrnrnnwennnonn rons 


(2 
The Evening Star 


Is the oldest, largest and best newspaper 
in Washington It is everywhere recog- 
nized as the favorite household and family 
journal, and is regularly delivered to per- 
manent subscribers at 82% per cent of all 
the occupied houses in the city. As an 
advertising medium it is therefore without 
a rival, as it practically covers the entire 
field. 

Its advertising rates are very much 
lower than those of any other paper in 
the city, in proportion to either extent or 
quality of circulation, and its inflexible 
rule and practice are to charge everybody 
the same price for like service. 


$ 
4 
: 
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e-e-@- €- 603-3393 


L. R. Hamersly, 
Room 49, Potter Building, 
New York sneneernae 
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A XMAS AD. 


Fleming H. Revell had the following plac- 
ard outside their book depot in Toronto: 

Breathes there a bov 

with soul so dead 
Who never to his father said,— 

** Give me the Boy’s 

Own Annual ?” 

No, we don’t believe it ! 
——_~@)— 


Tue man who has every day something to 
0. 
Whose store-room is crowded with custom- 


ers, too— 
Whose help is kept busy from salesman 


to lad, 
Is a who has something to say in his 


Tue hen, though not known to be burdened 
with brains, 
Advertises her business with judgment and 


pains. 
She says not a word till her stock is all pow 
Then exploits it abroad with loud cackle 
and steady: 
“Both freshness and quality still unsu 
— the present lot warranted g 
ast.’ 


sed, 
as the 


—__+o>—__<—_—_ 

Many a man of business instincts keen 

Has built his fortune by the use of ink 
Spread by the printer’s art in letters seen 

By all who read the papers: Link by link 
Has forged the chain of words which pull the 

people to his door. 

And surely thus increased he his store 

Of filthy lucre, notes and shining gold ; 
Tall business blocks, a mansion on the hill 

Remunerate his wisdom bold 
And advertising skill. 


—— 

Tue shades of night had passed away, 
The morning sun had brought the day; 
There wasn’t any snow or ice, 
Or banner with a strange device ; 
But just a common moe oN man, 
by oe paar on — dpe A 

people passing, short and tall, 
Who never glanced at him at all. 
That kind of thing is out of date— 
A relic of a former state, 
When newspapers were an unknown thing, 
But still some merchants wildly clin 
To schemes like these which codons Using 

A buyer to the store. 
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ProcrasTINATION in advertising is the thief 


of time, trade and money. 


————_+or—_—— 
No man knows the a-b-c of business who 
has not learned the a-d-v. 


>> ——_—_ 
Inyupicious advertising is like a maid in 
the ice cream season—too costly a luxury for 
the average mam to indulge in. 


| 
Tue piano advertisements in the leadin; 
New York dailies during the last att 
have been very conspicuous and numerous. 


——— er 
Tue advent of the millennium and the de- 
parture of the circulation liar are two events 
of the future that will occur simultaneously. 


Tue _ largest or goods houses in New 
York, Boston and Philadelphia are the larg- 
est advertisers. ~~ are the largest houses 
because they are the largest advertisers. 


Ir a “ busted’’ fellow worked off a copied 
article on some paper as original matter, he 
is branded as a rascal and a fraud, but if a 
newspaper prints a copied article as its own 
matter, it does not seem to be regarded as 
equally vicious. Still, it must be just as 
sinful for a publisher to deceive the public 
as it is for a scribe to deceive a publisher. 


Tue News, which makes a specialty of 
news concerning Queen Victoria, is pained to 
announce that her majesty is not strong as 
she looks, and that she requires several min- 
utes in which to regain her royal breath. 
The physicians claim that she needs absolute 
quiet and eee and she should accept a 
situation in the store of some merchant who 
does not advertise.—A lbion (Ind.) News. 


Tuere can be no question that an adver- 
tisement in the right kind of a paper is an in- 
valuable aid to them. This is especially true 
in the creamery and dairy business, which 
has offered such a rich field for irresponsible 
swindlers. When a boy we once debated the 
question, “‘ Which is the mother of the chick- 
en, the hen that lays the egg or the hen that 
hatches it?’”? In a great many cases the 
solicitor gets credit for new business, when 
in reality he simply hatched the that the 
advertisement laid. One reason why adver- 
tisements fail is that too often the advertiser 
never gives the advertisement a_ second 
thought after making the contract. He con- 
tents himself with the general announcement 
that he has a “full line of such and such 
goods for sale and will send a catalogue on 
application,”’ or that he is in the commission 
business and “ will be pleased to send stencil 
and quotations,” and then very unjustly 
blames the paper if his advertisement fails to 
* pull.”” It should be remembered that the 
mission of the advertisement is simply to 

lace the seller in communication with the 

uyer, and for that reason it must be worded 
in such a manner as to appeal to the business 
judgment of the buyer. It must be displayed 
in such a manner as to attract the eye of the 
reader, and then the reading matter must be 
of such a character as to insure a careful = 
rusal. We have been surprised at the apathy 
manifested by some of our patrons when we 
have written them su ting changes in the 
subject matter of their announcements, and 
offering to call attention by means of free 
reading notices to any specialties they may 
have to offer at the time.—Farm & Dairy, 
Ames, Jowa, 
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ONE THING AT A TIME, 
Yonxers-on-Hupson, N. Y., Dec. 27, ’94. 
Editor of Printers’ Ink: 


Mr. Charles Austin Bates, your able ad- 
vertisement editor, doesn’t agree with me 
in everything, and I honor him forit. Ina 
recent article he says that I said “the golden 
rule of advertising is to advertise one thing 
at atime, and only one thing at a time, ex- 
cept in special cases, and in such cases the 
articles should be separated by rules or 
borders.” 

I made this statement. I have made simi- 
lar statements several times, and propose to 
make them again. In taking exceptions to 
my opinion Mr. Bates mentions the case of a 
retail druggist, who, it is said, built up a 
large business advertising cut prices, his 
advertising consisting largely of an enumera- 
tion of medicines, and other drug-store arti- 
cles, with prices attached. The success of 
this advertiser is not an a against the 
one-thing-at-a-time principle of advertising. 
This druggist advertised one thing at a time, 
viz.: “cut prices.” ‘‘Cut prices” was his 
watchword, and under that definite heading 
he enumerated the cut-priced articles. 

He presented but one idea at a time—that 

of cut prices, and the several articles adver- 
tised in the same advertisement were a part 
and oo of the cut- = idea. To - 
tents and purposes this druggist made but 
one point at a time, and he amend. 
It is unwise to make a definite rule for ad- 
vertising. Noone is master of the trade of 
advertising. I always take care to say that 
there are exceptions. 

This druggist was not an exception, because 
he Sallowed sat the one-idea plan. The law of 
averages is far safer to follow than the rule 
of exceptions. I think Mr. Bates’ “‘safe”’ 
rule is unsafe to follow. He says: ‘The 
safe rule is to say all you have to say abouta 

iven article, and then if there is room enough 
eft in your advertisement talk about some- 
thing else.”” There should never be “‘ room 
enough left’’ in an advertisement. An ad- 
vertisement should be complete, and not re- 
quire padding of any kind. a man has a 
given space to fill, and desires to advertise 
some particular article, he should fill that 
space with that article. If necessary, he 
should set the matter in larger type, and he 
is not creating waste space if he gives the ad- 
vertisement a wide white margin. The ad- 
vertiser who thinks it is necessary to get as 
much matter into his advertisement as he can 
generally makes a failure of it. A single 
sentence is enough to fill an entire news- 
paper page, if the advertiser has the busi- 
ness, the money and the sand to stand it. 
The space occupied by an advertisement has 
very little to do with the amount of reading 
matter in it, for the average advertisement 
should contain but a few sentences anyway, 
which will look well in the space of three 
inches, and better in the space of a column 
or a page. 

If one will carefully study the representa- 
tive advertisements of the country he will 
find that most of them advertise but one 
thing at a time, and use very few words, in 
advertising it. The progressive retail ad, 
vertisers, who fill pages in the local papeps, 
almost invariably advertise but one thing’ on 
the page, or else divide the page into distinct 
sections, separating these sections by bor4 
ders, or by rules, or by an arrangement of \ 
prominent headings, which make each sec- 
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IS THERE A PULL? 
Ionia, Mich., Dec. 28, 1894. 
Editor of Printers’ Ink: 

On page 6 of the Dec. 26 issue of PrinTERs’ 
Ink an article is clipped from the Fourth Es- 
tate. It is stated that the postage on the 
Year Book issue of Printers’ Ink was $2,000 
more than second-class rates, and justifies it 
by the fact that it was a profitable issue to 
the publishers. 

Printers’ Ink has 22,250 circulation, the 
Youth's Companion thirty-five times as much. 
The publishers of the Youth's Companion 
annually issue a novelty catalogue called a 
“Premium List,’’ which takes the place of 
one issue of the paper. It weighs eight 
ounces, half as much as the Year Book. “If 
Printers’ Ink Year Book had gone through 
at second-class rates it pn Y have saved 
$2,000."" The Premium List did go through 
as such and must have saved $35,000. Are 
the postmasters at Boston and New York so 
much different, or is there a pull somewhere? 

Yours, truly, J. T. Smrrn. 

sicanivadiiaiindimasiuss 
UNCOMMONPLACE. 
“Tue FREEHOLD TRANSCRIPT,” 
Avex. L. Moreau, Editor, 
Joun B. Moreau, Local Editor. 
FREEHOLD, N. J., Dec. 26, 1894 
Editor of Printers’ Ink: 

This, clipped from our columns, is some 

degrees removed fror the commonplace: 


R . . ! & . . | R . . i] 
aisins: Raisins: naisins: 
When you want Raisins come to a 


RAISINABLE STORE, 





When you get your money’s worth and more. 


Headquarters and all other quarters, and 


6% Ibs. for %. 
THIS WEEK, NEXT WEEK AND EVERY WEEK 


HARTSHORNE BROS., 
Main Street, Freehold, N. J. 





Yours truly, Moreau Bros. 
en ae 

CALIFORNIA BUGGY ADVERTISING. 

San Disco, Cal., Dec. 26, 1894. 
Editor of Prixters’ Ink: 

The inclosed ad, from a monthly house- 
hold paper printed in Los Angeles, strikes 
me as worthy a place in your collection of 
curios. For a combination of simple state- 
ment of fact and elaborated idiocy of ex- 
pression this is about two lengths ahead of 


ng I remember seeing. If I wan a 
y 1 should hunt up the firm who paid 





How much nicer it is to sit in one of \/ 


/ 
/ 


Hawley, King & Co.’s buggies and think how 
much nicer it is to sit in a nice bu: than 


ride in a street car or walk, than to nde-on a / 


street car or walk and think how much nicer / 
\it is to sit in a nice buggy than ride on a/ 
Street car or walk. 





tion practically a different adverti 
Natn’t C. Fow er, Jr. 


Resp’y, Joun Reyno.ps. [ 


j 





WANTS A VOTING CONTEST. 
Macuias, Me., Dec. 19, 1894. 
Editor of Printers’ Ink: 

I read witha t deal of interest the ads 
in the Year Book issue of Printers’ Inx, and 
am ready to venture the opinion that no book 
ever published contained so many well writ- 
ten and attractively set up ads. hy will it 
not be a good idea to ask the readers of the 
book to express an opinion as to the best ad? 
Let the general appearance, the way it is 
written and the beauty of the designs all be 
considered. It may start a discussion that- 
will be both interesting and instructive. I 
I think there is one little thing nearly all the 
papers that advertised have left out that 
would be better if they had put in, and that 
is the price of the papers. I think it is quite 
an important item to a man about to put an 
ad in a certain paper, whether it is a one, two 
or three-cent paper. Of course that can be 
found out - search or correspondence, but 
my idea is that the retail price or the sub- 
scription _ should be in all ads. What 
think you E. W. MircHe.. 


—- +0 
PRESBYTERIAN INDORSEMENT. 
First PRESBYTERIAN CHURCH. 

Young Men’s Department. 
Cuerryvace, Kans., Dec. 26, 1894. 
Editor of Privters’ Ink: 
We wish you a very happy New Year, and 
with our greeting we desire to extend our 
most hearty thanks for your generosity in 


PRINTERS’ INK. 


FINDS IT OF VALUE. 
Carson, Pirie, Scott & Co., 
Retail Dry Goods, 
State and Washin; 
CuIcaAGo, 
Editor of Prixters’ Ink: 

Your paper has been of much value to me 
and I confess to have culled many bright 
ideas from its columns. Yours, truly, 

Ravpu_TILton, 
Adv. Mgr. Carson, Pirie, Scott & Co. 


te 
A COUPLE OR TWO. 
ADVERTISING DEPARTMENT, 
“ Tue Acents’ HERALD,” 
PHILADELPHIA, Dec. 29, 1894. 
Editor of Printers’ Inx: 

Is not the meaning of this ad a little un- 
certain? I presume by “ couple” they mean 
married couple, but it reads a “couple or 
two. 





W ANTED~—A couple or two gentlemen for 
boarders ; home appointments and table 
board first class. 114South Spruce street. 


Epwin B. Lorp. 





—_<~or—__—_—_ 
A COLORADO COMBINATION, 
SHENANDOAH, Col., Dec. 27, 1894. 
Editor of Printers’ Ink: 


How is this for a combination, clipped from 
the Montrose (Col.) Union : 





contributing literature for our r g-room 
during the past year. You will, no doubt, 
be glad to know that our work has been 
gpentiy prospered. We are now reachin 
rough reading-room, library, night school, 
Bible classes, etc., fully one hundred young 
men. The success = the reading-room is 
due very largely to those who, like your- 
self, have contributed periodicals. For your 
part in this work we again thank you and 
trust that you will be Sapesed to continue 
your co-operation. Saeey yours, 
. C. PHILLEO. 


BUT IT DID NOT ORIGINATE IN BUFFALO. 


W. H. Genny, Sons & Co., ; 
Burra.o, N. Y., Dec. 28, 1894. 
Editor of Printers’ Ink: 

Sir—In your issue of December 26 Mr. 
Coleman descri in an interesting way, 
some of the devices adopted by 7he Golden 
Rude to call attention to their advertisements. 
This is a line which has not been worked up 
at all as it might be, although the cartoons 
published by Scribner’s Monthly among 
their advertising pages show a step in the 
right direction. A clever, but short-lived 
weekly published here, Quzfs by name, had 
some interesting devices of this kind. One 
of the most successful was in stating each 
week that in one of their advertisements 
would be found a misspelled word, or mis- 

rint, and in offering a cash premium to the 

rst reader discovering it. 
Right truly, F. A. 


i ne 
AN OHIO LAUNDRY AD. 
“ ToLtepo COMMERCIAL,” } 
To.epo, O., Nov. 26, 1894. 
Editor of Printers’ Ink: 

A local firm that prefers fence advertising 
to printers’ ink has the following posted in 
front of a vacant lot: ‘* You are not a gentle- 
man unless you take your clothes to the Do- 
mestic Laundry.” A. S. Porter. 


“IMPORTANT! 


“ To my friends : 

“T have concluded to add a first-class lum- 
ber — to my tonsorial parlors about May 
1, when I will have the finest lumber estab- 
lishment west of Denver (except Parks & Co.). 
I will want a sober, industrious man to take 
charge of my lumber department, and must 
come well recommended, with no bad habits. 

“CHARLES FAUBER.” 


Yours, truly, J. H. Braxpesurc. 








THE THINGS THEY DON’T DO. 


“ Tue Cuicaco TriBung.” 
Business Department. 

Dear Sir—We do not make a practice of 
advertising in other publications. We do 
not issue a weekly edition, and have no pro- 
spectus. We have no exchange list, but to 

ublishers allow a discount of ten per cent 
rom our regular rates of $6.00 per year for 
the daily, and $8.00 per year te the daily 
and Sunday paper. Yours truly, 

Tre Trisune Co. 


— 2 
THERE ARE DOZENS OF OTHERS. 
“ Twice-A-Weexk News.” 
Beall. 
W. H. Beall. 
Mount Ayr, Iowa, Dec. 28, 1894. 
Editor of Printers’ Ink: 

We send youa copy of the Firebrand,a 
Free Methodist paper, published at Shenan- 
doah, which now refuses, and always has re- 
fused, any advertisements whatever. It has 
been in existence several years. 

Yours very truly, 
R. S, & W. i. BEALL, 
o- 
’Tis not the amount you have to say 
That makes your advertising pay ; 
In knowing How to advertise 
And wuar to say, the secret lies. 





PRINTERS’ INK. 


HOW NOT TO ADVERTISE FLOUR, 


There’s one class of advertising that I 
never could see the profit in, and that’s in 
givin away hot es and such thin } 
‘made from Brown’s ‘Terra Alba’ brand.’ 
Ninety-nine per cent of the people who get 
the samples never see any name on the flour 
or on the booth from which the things are 
dispensed; their eyes are centered on that 
specimen which to the miller’s eye seems 
lumipy with the name of “‘ Terra Alba ’—and 
they see nothing but that diminutive chunk 
of free lunch which is scrambled for by the 
street gamins in the industrial parade or ac- 
cepted without further thought aE. Se fair 
recipients at the food exposition. hat dif- 
ference does it make to them whether “Terra 
Alba” or “Red Dog” is the ¢ part 
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FEATURES THAT PLEASF. 


We notice a great many advertisements of 
late which we think are doing their stores 
more harm than good, from the fact that they 
present the goods which the firm wishes to 
sell in harsh expressions which grate upon 
the ears of sensitive women. We also notice 
that some persons are in the habit of asking 
people to visit their stores more in a com- 
manding tone than in a spirit of cordial invi- 
tation, and we think that this is a serious 
mistake. No advertiser is in a position to in- 
sist, or command any one to do anything, no 
matter how much he may wish, and anticipate 
that they will do it. Politeness and gentle- 
ness are the features of an advertisement that 
are apt to please the reader, and which will 
make a great deal deeper impression than 





thereof—t Oh, there’s another place yonder 
where we can get such nice tea biscuits ; let’s 
go over there, Marie!” is the size of the im- 
pression the specimen buckwheat cake or the 
waffle makes. Buta pretty little card for the 
children, or a really handsome calendar, or 
any novelty—different from another miller’s 
ideas—they count very much more, in my 
estimation. How many, many people pre- 
serve as mementoes of the Chicago Fair 
those diminutive barrels with the ‘Gold 
Medal” label, which one of the big North- 
western mills distributed there. But there 
are other ways of getting up a demand for a 
good product,'and the shrewd miller sitteth 
up at night pondering them over in his heart. 
—Miller’s Review, Phila. 


oe 


SMALL THINGS ARE WORTH ADVER- 
TISING. 


It is a common thing to hear a business 
man say something like this: ** Yes, I believe 
advertising pays in certain lines, but you 
know there isn’t anything about the goods I 
handle that would admit of my advertising 
them successfully.”” Most of those who 
make use of such an expression no doubt 
honestly believe that they are stating the 
truth about the matter. But are they? Is 
there really any article worth manufacturin 
and placing on the market that cannot be ad- 
vertised to advantage? It is an undoubted 
fact that some of the biggest fortunes have 
been made by judiciously advertising the 
most common-place articles. And then, cer- 
tainly no business man’s name is so well 
known that it would not be to his advantage 
to make it more familiar with those whose 
trade he seeks and must secure in order to 
be successful.—Shoe and Leather Facts, 
Philadelphia. 


To BKGIN well is to end well. 
To save well is to spend well. 
To stay wise in your enterprise 
Is to begin wise and advertise. 
++ —_____ 
Tue man who is first to fail 
When a panic begins to rise, 
Is the man who takes in sail 
hen he ought to advertise. 
—__ +» —_—__ 
Tis surprising, quite surprising, 
What there is in advertising ; 
Men grow rich by the knack of it, 
And men grow poor for the lack of it. 
—_—_-+9+—__- 
FuLt many a coin within the pocket lies 
Of men, who'd purchase if they only knew 
The bargains merchants never advertise. 
I wonder, Mr. Merchant, if that’s you? 


ds will ever do. Never tell any one 
in an advertisement that they must do so and 
so, because people are usually apt to rebel 
against being forced to do anything which 
they do not voluntarily desire to do.— Boot 
and Shoe Recorder. 





Tue adze of carpenters of old 
Was in the tool-box seen, 
But modern ads themselves unfold 
Within the magazine! 
——_ +o 
Scrape the dust from off your hinges, 
Pull the cinders from your eyes ; 
Paint your counter fresh and cheerful, 
Fling your sign and advertise. 





Aps of rich men all remind us 
We should plan our ads with care, 
Lest, departing, leave behind us 
Nothing for the hopeful heir. 
——_49———— 
Who has a shipping clerk and such, 
And handles goods to beat the Dutch, 
And all the town surprises ? : 
It is the jolly merchant man 
ho follows out the surest plan, 
And freely advertises. 


A “*STOCK’”’ AD. 





S| 


ApvertisinG is not a branch of avy busi- 
ness, It sa business.—Mark Forrest. 





Printers’ Ink is a condiment favorable to 
the nourish of ial enterprise. 





Poxer TERM: “A pair of knaves’”—A man 
who doesn’t tell the truth in his ads and a 
circulation liar. 


ADVERTISING injudiciously is like firing a 
gun; the recoil is frequently painful, some- 
times disastrous. 

—_+o+—___—_ . 

Wuewn is an advertisement like the win 
upon which we are admonished not to look? 

hen it is read (red). 


Tue ambitious merchant who uses print- 
ers’ ink for ammunition never fails to hit the 
bull’s-eye of business. 

ooo 

ADVERTISEMENTS, like the American girl’s 
waist, are often squeezed into too small a 
space to be attractive. 

A coop advertisement, like interest, works 
while you sleep; but the man who writes the 
ad needs to be wide awake. 

—~+99———_ 

Jupicious advertising, like a telescope, 
brings the business of the advertiser close to 
the eyes and minds of the people. 





CIRCULATION, advertising and men are like 
unto each orher, for upon the character of 
each depends the usefulness. 


Tue most successful hunter of this season 
is the advertisement, It stalks trade to its 
lair and leads it away captive. 





I pon’r know who he is, but the editor of 
Printers’ INK says some very bright things. 
—E. A. Corbett, in the Boston Post. 

—__~+or—_——_ 


Frrenp—Who was the hardest man you 
ever tackled to secure an order from ? 

Advertising Solicitor — The acvertising 
manager of a ful daily 


po en 





rer 


F. A Fenris & Company, 


(CULINARY GEOGRAPHY: Pe MeL 
NEW AND NOVEL. 


The ingenuity of this advertisement 
entitles it to space for a reproduction 
in PRINTERS’ INK. Query: Who was 
the ad-smith ? 


PRINTERS’ INK. 


THE TWO MERCHANTS. 


“To advertise when trade is dull, 
Is useless, don’t you see ?”’ 


“1 advertise each day, and trade 
Is never dull with me.”’ 


ACTUAL CIRCULATION. 
When Harvey his discovery made, 
And won a name that will not die, 
The scoffing doctors all exclaimed, 
“It is a circulation lie!” 


ee 
DON’T BE A CLAM. 
“Oh!” cried the clam with sadness, 
As he slowly closed his eyes, 
*1’m well known as a ‘ stick-in-the-mud,’ 
For I never advertise.” 
Anp still the wonder grew 
That one small ad could bring so much to do. 
————$_$§.>——— 
Success is oe passing by, 
An ad doth surely catch her eye. 
Ir you would hear the dollars clink, 
Invest a few in printers’ ink. 
——_¢--9-——__—_—— 
HEEp this, all ye who advertise, 
Whether in prose or rhyme, 
You'll not succeed unless you tell 
The straight truth every time. 
—+o>__—_ 
He advertised extensively, 
His cash he freely paid out. 
He soon achieved distinction 
And all competition “ laid out.” 
—— +o 
A spurious ad, like any counterfeit, 
Dishonors him who fain would honor it; 
An honest ad this vital difference makes, 
It blesses him who gives and him who takes, 
—~+o-—_—_—_—_—_. 
THERE isn’t a man in our town 
Who thinks an ad will pay ; 
You may think they all are spe 
But they’re not—they can’t eat hay 
tee 
Two little stores stood side by side, 
Trade thrived in one, in t’other died ; 
’Twould not be very hard, I think, 
To tell which one used printers’ ink. 
———_+o9———_ 
You may have a head for learning, 
Neighbors all may call you wise, 
But you cannot run a business 
If you do not advertise. 








WHEN money is close on account of hard 
times, 
Here’s advice—just practice and preach it ; 
Advertise more than ever and pocket the 
dimes, 
For money’I!I be so close you can reach it. 


Tue times are dull, as some folks say, 
But these dear folks are far astray 
uite unwise. 
For dullness comes to brains so dense 
That will not use plain common sense 
And advertise. 
—_+or ——_ 

Tuere’s many an ad not expressed in words, 
Nor found in the business walks of life; 
For instance, the bachelor’s buttonless vest, 
And pinned-up rents, — vague unrest, 

Say plainer than agate, ‘“‘Wanted, a Wife.” 





PRINTERS’ INK. 


Classified Advertisements. 


vertisements under this head, two lines or more 
— display, 25 cents a line. Must be 
ne edad to one weeb oo 
WANTS. 


Go HOUSEKEEPING. Ads. 
G OOD HOUSEKEEPING. Ads. 
A™% VICK’S MAGAZINE, 200,000. 


uilding, N. Y. 
DS. VICK’S MAGAZINE, 200,000. 
A Building, N. Y. 


38 Times 
38 Times 


A DS, VICK'S, MAGAZINE, 200,000. $8 Times 





A DS, VICK’S. MAGAZINE, 200,000, 38 Times 





\ 7 ANTED—Small half-tone cuts, Send proofs 
id, and prices. DUPORT, North ElmSt., West- 
field, Mass. 


Wee ar graben to bakeo fret claes 


and chi BrOperty $10! NT,” care Printers? Ink. 


E {ERE IT IS—A young ung man with $1,500, who is 
fond of the newspaper pe Soe can hear 
of a good ope! ed addressing “ 102 Ridge 
Ave., Zanesville, 
7 ANTED — ey ego in > 
. ion Penna. ay 


newspaper = in 
pressman. ante weues and ny 

STLER,.” care Printers’ 

Standard — 

has seen it! 


pH new No. 6 Remington 
iter. Every one who 
want Take one to know about it. hadi lal 
SEAMAN! BENEDI DICT, 327 | 327 Broadway, N. Y. 
city daily. . successfully famil- 
ods live rtising, circula- 
ires new 
“ PROG- 


3%. MGR. large ci 
iar with best me 
pone and economical mana:ement, d 
ment, with working interest. 

RE »” Printers’ Ink. 
A PRINTER, with experience in daily and 
weekly newspaper noe, we wants work. b. 





—. References. " Address 


(compete, energetic man to take charge of 
e and vt work of manu- 

facturer of pumps and hydraulic maqhinery, 

Not some one who toows it all, but wh 

experience (preferably as reporter or advertie- 

ing solicitor), which can to good ac 

count in particular line. Address, stating 

age, a. epnenenttens and salary 

ex rmanent ition to the right 2 esa. 

oO. Sox ea OL New ork City. 


O° R particular want is the trade of a few 
more leading gen: d ad 


le OF ial 
Business has developed in a short time away be- 
yond our s say that 
t is probably because o F type is all ne all new, and 
selected especially for th his o —, 
display—sensible, melt Tet 
We do no printing ceitective ad at 
os work on ads, and furnish either pre fs or 
P ates (generally the latter), which we have 
y the best electrotypers in New York City. 
Already we are doing the work of some of the 
strongest houses in oo country, but of course 
; the same sort of strict 





v Send us your 
work ; and if your first order gives us a fair 
show what we can >. we will confi- 


dently leave the future to ‘A 
DICAL PRESS, Worl "Building, New 
York Cit 


TO D LET. 
yam, Roston. Space. 





ReNetox TYPEWRITERS. 327 B’way, N.Y. 


yrs MAGAZINE. Space. 
yrs MAGAZINE. Space. 
yurs MAGAZINE. Space. 
Vicks MAGAZINE. Space. 


G°R?. HOUSEKEEPING. =. 
H. P. HUBBARD, Mgr., 38 Bldg., N.Y. 


G°R?, HOUSEKEEPING.® 8; 5 
H. P. HUBBARD, Mer.,38 Times Bidg.,N. Y. 
———_~>—_—_ 
ILLUSTRATORS AND ILLUSTRATIONS, 


Su TIPE tote ® in eos HOUSEKEEPING. 
we ads sho 
“1 of TYPE talks in GOOL ats HOUSEKEEPING. 
justrated ads show exc excellent. 

ieeste: D features for nev NG SYN, Colne 
HARPER ILLUSTRATING 8 Golumnbus,0. 
EPARTMENT STORES— How ohout & neat 
litth o oat eS Taian tae rll make 
ier ae B.-—e F a. Loan & 

D.C. 

a Doe esration trations and initials for ~~ 


Raw wach Sapa ee =< y Newark, 8 N.J. : 


pogemays merchants, we have the finest 
llustrated scheme for local advertising yet 
devised for large retail trade. If you will take 
the trouble to write us we will prove it to your 
satisfaction. GRIFFITH, AX’ & CADY CO., 
Holyoke, Mass. 


ADVERTISING NOVELTIES. 


vices MAGAZINE pays Suse-ciass novelty 
advertisers. None others taken. 


yee MAGAZINE pays first-class novelty 
advertisers. None others taken. 


7ICK’S MAGAZINE 
advertisers. None ot None others taken 


ICK’S MAGAZINE pays. frst class novelty 
advertisers. None other thers taken 


DV. idea r 1,000, (000, makes you 
A Careuins thes. "FOLIO CO. Indian 


G IVE up booklets. Try a hundred inkstands 
¥ They will last years. 
nD. 
e purpose 0! 


H. D. PHELPS, An- 
Fo f inviting ann 
of yy Baad Novelties, likely. to a 
reader as well as adve’ r, 4 lines will be in- 
serted under this head once for one dollar. 


IRCULATION extended. Give new subscrib- 
wallet (pat’d). Retails d 
oo res a Ly F gas 





Sot-ciess novelty 


. Plan 10c. 
lis 


for 
“Acme. » ENSIG: 


FOR SALE. 


B'ssioircaes ee + 


- @1 % 4 lines 50,00 
e WOMAN’ WORK, ome 


é I® her PosT-INTELLIGENCER Seattle has one 
of the four T a+ papers of the Pacific 

Coast.”—Harper’s Weekly. 

NaS. Senta 7 mp A 
levelopment—not an =o => any 

notable imt rovements successfull 


new model. WYCKOFF F Sea. 


rated into 
MANS & BENEDICT, 327 Broadway, New r York. 


RINTING outfit for sale cheap. The com- 
plete prin outfit of the Toledo Sunpay 
JouURNAL is offe for sale cheap for cash or its 
equivaient ontime. Reasons for sel: : Use of 
Me er machines fit 


ome proven. 


and web press. Outi 
consists of Cottrell revolution, ¢-foller press (7- 
=P. 


column guarto), Erie folder. gas en- 
gine, * a pallevs, Lt loose- — 

wer € r, brevier and nonpare! type, in - 
roune stones press, racks an 
everything suitable for for the > ppetaese ofa 7 
column. 8 or more y or ey 
of small cireulation. THE JOURNAL 

’ 10, 
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SPECIAL WRITING. 
I? to advertise. Then use my “ Ed. copy,” 
‘or it advertises your paper. one anit. 
MOND, Newport, R. I 
PAPER. 
PLUMMER & CO. 


furnish the paper for 
this . We invite co 
ence with reliable houses 
kinds, 45 Beekman 


rrespond- 
regarding paper of all 
St., New ow York. 


—___ ++ —— 
BILLPOSTING A¥D DISTRIBUTING. 
yur 200,000 beats billposting, coz it’s per- 
manent. 

Vick’s 200,000 beats billposting, coz it’s per- 
manent. 

V ICK’S 200,000 beats billposting, coz it’s per- 
manent. 

v5 goa beats billposting, coz it’s per- 
. JOHNBTON-adver atrertiins seetater. 

Louis, Mo 


. 1 Franklin Ave., St. 


P. Porno distributor of of advertising, eeaeie: 
730 9th St., N. E., Washington 
A DX. matter placed before 300. peopl, D D.C. 
ADV. BUREAU, Sharon, Mercer Co., Pa. 


ADVERTISING AGENCIES. 
A™ take ads for VICK’S. 


AM take ads for VICK’S. 

A LL take ads for VICK’S. 

A LL take ads for VICK’S. 

A GENCIES know GOOD HOUSEKEEPING. 
AGENCIES know GOOD HOUSEKEEPING. 


QTANLEY DAY, New Market, N. J. ADVERTIS- 
ER’s GUIDE, de. a year. Sample mailed free. 


byt ‘ou ig A to advertise mg ay | wae 
time, write to the GEO. 

ADVER' ISING CO., 10 , 10 Spruce St., New York. 
Wt so Gent s sell adv. space | space below cost, but = 
t the crowd on Geo 
It ee ee oe before placing So. aavertis. 

JOHN BRATTON CO., tanta, Ga. 


66 aes “keeps a a hn school,” but 
'8 is cheap enuugh. 
i won’t cost you a cent to get the benefit of our 
years’ “gag at the business of making 
e have armas -. ~~ 

you 8 little leaflet on t 
DODD'S ADVERTISING AGENCY, 


pod a om pa 
ll we one 
ject, ie 8 


MISCELLANEOUS. 
G OOD HOUSEKEEPING. Excellent. 


Goon HOUSEKEEPING. Excellent. 
yrs MAGAZINE Al + 1—0= 200,000. 
yrs MAGAZINE Al + 1 — 0= 200,000. 
yrrs MAGAZINE Al + 1 —0 = 200,000. 
yick’s MAGAZINE Al + 1 — 0 = 200,000. 
FoORDgDs 
R. freight oS AM. TRANS. 


reduced. 
« PORTATION BUREAU, Providence, R. 1. 


S=e cabinet photosraps and 35c. and receive 
) ae! photos. G. FAIRFIELD, Wind 
Gap, Pa. 


rade printing. ating. THE LOTUS PRESS, 
2d St., 


PRINTERS’ INK. 


66 Ir Stine four prea paper Beatle has one 
Coast.” —Harper’s 3 Weekly. 


3 CENTS for a rubber bat band dater, 3 for $1. 

a ae te > fe Oa 
figures hee'd.” °“ as % 
“paid.” “ent’d.” E.G. eaALTe, 1016 Halsey St., 
Brooklyn, N. Y. 


_AND A ADDRESSING. 


is, wrappers, etc., addressed 
site ry guaranteed. 


rae oes | 


Ever 3 or mulling, 81 aoa 


“erTens bought, sold or « we lot ~ 
to rent, all kinds, either sex. Se Tis- 
ERS LETTER BUREAU, 447 6th Ave., == 


( OQ mst FIRST-CLASS, new cash order ad- 

5s Will send ifpewriiten list 

of the May lot for B.. dollars, with order. 
Address H. L. GILMAN, Waterville, Me. 


3,000 Poseived ise ee a jee reaay 


classified 
po aaa a BOWLES, Woodford City 


ETTERS bought, sold or rented. oaane 
lines of fresh letters always in stock for 
rental. Write for lists and prices. Medical let- 
ters a Lae ay, A. 4 GWELL & CO., 112 
Dearbo: Il. 


12 568 NAMES oF officeholders of N. Y. 
oe City (official list), drawing pearty 
1 jes annually, to- 
addresses and office and 
y they receive, bs be sent upon 
of only ¢ pA oN. P. C. EU LLMAN & 
1 Christopher St 


Oot 


>> 


PRINTERS, 


7 AN BIBBER’S 
Printers’ Rollers. 


OR Mah ared le eT 
est 23d 
one i 


>is the $18 16; WAUT RMAY 


Dichaseeveryt make type, cases, stands and 

that « printer needs—and 

rices are best. See us first. meee 
& BRESN , 201 to 206 William 8t., N.Y. 

i Perfect Order ar Order and Resqrd Bock Book fer 
josses. 

ournalizing. ord .00. Boks by 

journaliah es oF FRED H. NI NICHOLS, Lynn, Mass. 


FRESSWORK of the high highest quality; prices 
— ht. We oo the presswork on int- 
ers’ Ink and M ne. Is yours as well 
done! FERRIS B ROS, 324-890 Pearl St., N. Y.City. 


H®S is a chapter from the experience of one 
New York publisher that may _— 
other publishers. . | the — knows Ne mae. 
a more or less 


e will, pe 
neral opinion that oubeeea is one ott the handsomest 
le papers in the country. Well, when its 
[ae ppt ee over a year ago—deter- 
pe yin ey prove the journal, with 
a view es ly of securing the most sightly 
—— —_ ng typographic | isplay of ads, he 


over for a printery that 
had 4 Hwang facilities ie sought. He is a practi 
printer, and knew what he wanted—but he 
could’t find it. So he installed his own co 
ing-room plant—right in 





’ a LOTUS PRESS, 


50,000 32s circular, 
Madi Wis, 





™m 
e World Building 
x catoree it with a carefully made selection 


e w er 
perience #8 a pu ublisher He 
a in th the mares | to bid for everything that’s 

ing + he wants the trade of publishers who 
Fight = ap poo i. importance of fine > 

and ads that 

striking and effective ides painstaking coca 
work and binding. Prices are not gilt-edged, 
even if the work is. If this ad has interested 
a clear to ee end, PAP ought to write or call. 
'ATTESON PE: CAL PRESS, World Build- 
ing, New York 


with € 





PRINTERS’ INK. 


NEWSPAPER IN: INSURANCE. 


opus vane, Boston, Mass, wards off business 


PREMIUMS. 


JiCK’s uAGAsie (200. is an attractive 
\ premium. 38 Tim mes Building, N. ¥. 
TICK’S MAGAZINE (200.0 (200,000) is an attractive 
\ premium. 38 Times Building, N.Y. 
a MAGAZINE (2 (200,0 an qa 
V remium. Pines Bailaing, N. 





yicks saaiieell ¢ ) is an oe 
premium. 38 Times lb ae Be 


eenthiipanhisiaamaiat 
STREET CAR ADVERTISING. 
J OHNSON’S figures are never beaten. 
e 
A J. JOHNSON, 21 Broadway, New York City. 
. 
W RITE TO FERREE, First National Bank 


Bidg., Hoboken, N. J. 


*OR, Streec Car Ad every where. 
I GEO. W. LEWISCO. Girard Blag., Phil’a, Pa: 
i ~—— —— for adv “for advertising on the ele- 
ted ra: wears New York, ——- and 
cars © Rates and 


Bs 


street 


sketches free. COHN BR saoe.. Temple Court, e , a 


BOOKS. 


LD books pene ye tand sold. Send 
O list. Ad J. CRAWFORD, 312 
7th St., St. a “yh 


D“teE= SIGNALS, a manual of 

hints ae general advertisers. 4 
mail, 50 cents. Address PRINTERS’ INK, 
Spruce St., New Yo rk. 


VEST-POCKET size, careful carefully indexed. Quota- 
tions from Shakespeare, Milton, Byron, a 
and others on adv.. mar., deaths, prospe' 

provement, etc., ete. Just the thing rap Ah 
ers, reporters, editors and writers in general. 
Tone up your att Edition limited. Order 
quick. Pa weer, Oe ; leather, $1, postpaid. DEM- 
OCKAT, ‘Al jon, Ind. 


for 
orth 


SUPPLIES. 
V 1ICK’S MAGAZINE supplies customers. 





Vicks MAGAZINE supplies customers. 
yrs MAGAZINE supplies customers. 
yick’s MAGAZINE supplies customers. 


vn BIBBER’S 
Printers’ Rollers. 


INC for otping. BRUCE & COOK, 19 Water 
4 St, Ne 


I COR ead Be grade printing. THE LOTUS PRESS, 


| ah ELOPES, printed, i, white, 100,000, $64; 50,000, 
$34; manilla, ee, $53 ; 50,000, $28. Ga" 
pre Newark, N. 


le ey ad SU KE to be read. Write 
RT B. KING, 87 William St., about t. 


a... PAPER is printed with ink manufact- 

ured by the W. D. WILSON PRINTING INK 

CO., Ltd. 10 Spruce St., New York Special prices 
to cash buyers. 


QA -WE'LL print "600 each note- heads, bill- 
* heads, envelopes and_ cards; first-class 
stock. Send for scamples, LOUGHLIN BROS., 
130 Meiden Lane, N 


XIRCULAR letters re} “~~ and addresses 
inserted $7.59 per M. wrlting. can corey 
tell it from peguine Syne Tieng 
WYE, Mason: ic Temple, Chics 


50 Game rar saree 


; inked” 
MATLEDT, 78 Reade St. N.Y. 


to AL- 


s iletiiele rubber 
= . months, 
“ Ree’d,” 


0 to 99. 
“Ent'd.” D. T. 


enveloy es like Johnston sells 
“— el pias and cad 


f. 0. D. Gr glo ok ch with order. 10,000 circular 


en 
SHRY' Prister, Zanesvi Zanesville, O. 


NTING —— Best in the world. Carmines, 
Pee ; best Job and Cut Black 
best News Ink = 


a pound 5 Y 

gee. ‘on nea pound. ius n 
, Manager Printers? ee 

10 Spruce 8t., New Yor New York. 
R EMINGTON Standard ndard Typewriter The new 
No. 6 model Sa eeieel a Permanence of 
im lighter and much improved carriage, 
of greater capacity. Easier ‘aster opera- 
tion, with improved quality “a work. Better 
and more economical ribbon movement, and 
numerous other useful and convenient devices. 
——__+o+ 
ADVERTISING MEDIA, 


r]‘HE YANK, Boston, Mass., 60,000 monthly. 
4 —s SARDW ARE DEALER—A magazine for 
"a ers. 78 Reade St. ade St., N. N.Y. 
‘paEo cons AND JEWELER, 9% Maiden 
Tane, N. Y. = peculiarly good medium for 
careful al advertise 
l F es wdvertin in Ohio you will 
enters enarens H. D. L. 
Park Row. N New aes 


NY Ty in PRINTERS’ INK 
Z\ to the oe of $10 is entitled to receive 
the paper for one year. 


6é I N ‘of the fo INTELLIGENCER Segittc tes le has - 
e on rs 0 e ic 
e Harper’ eekly. pape: Pacific 


t results. 
COSTE, 38 


F YOU want to reach the G the German farmers. ad- 
vertise inthe Haus UND BAUERNFREUND, Mil- 
waukee. It doos the work thorougbly. 


Pwas (Ohio) CALL, 1,515 = circulation, the 
Ohio Lae Me 4 oe it 
with the ot er papers pubis! published in Piqua. 


se METROPOLITAN AND RURAL HOME, 
N.Y., an cultural and family journal, is- 
sues over 500, monthly. It pays advertisers. 


'PYHE ban ae 285 Broadway, N. Y. 

wn cy -in-advance circulation of any 
similar mont in the United States. Send for 
rates and sample copy 


Ane ple = ny a in newspapers of “known cir- 

é mneans “ BUSINESS.” For partic 
ulars sddrese A. FRANK RICHARDSON, Tribune 

Bidg., N. Y. Chamber of Commerce, Chi icago. 


7s Gey JOURNAL CO. have placed 
with PRInTEers’ INK sworn ai 4 

of mt ¥.. of their publications, THE MORNIN 

JOURNAL, EVENING NEWs, SUNDAY JOURNAL News. 


I OR a customer, who was secured through our 

ads in PRINTERS’ INK, we are printing a 
souvenir book. Although there are psue or two 
minor restrictions, it promises to YY of 
the printer’s art. We are specially TY ed for 
this kind of work, and are confident that the 
results will be a source of mut pleasure and 


Ss was so pl 
with (ever poe — (our printing that he fala he 
had “ started out to fi meteor and had dis- 

covered a comet. ” If you > —- Loan e 
iz ter, turn your telescope in the 
high-grade prin THE LUTUS PRESS, 140 West 234 St. 
A RE you advertising in ing in Ohiot We take it for 

- nted that you are, and invite your atten- 

the leading morning, evening and weekly 

y. Dayton MORNING 

ies daily; the EVENING 

e, and the WEEKLY 

 eprenentative family 

aes of Dayton, and with their combined 

jon of 14,000 copies daily, Seecongeey 
h the homes <5 ~ ion. n i 





= For prices, 


‘OSTE, 38 Park Row, New 
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MERCANTILE LAW. 


Creme! earns = 


oben 


mercan 
ebraska mercantile 
—- code furnished on 
us. Reference: W. 


pelea, eae ae 
ADVERTISEMENT CONSTRUCTORS. 


pe. 


ADSMITH. 
32***- Ads. 
Bean in ads this week—four for $1. 


Cuan at AUSTIN BATES, Vanderbilt Bldg., 
New York. 


yo ty ngrade pe printing. rinting. THE LOTUS PRESS 


sft SAGARISE'S Se own 1 will make 
designs for advei advertisers 


Vick’s MAGAZINE'S own artios will make 
special designs for advertisers. 


Yee MAGAZINE’S own artist will make 
ial designs for advertisers. 


v= a Bay rm me ny own artist will make 
designs for advertisers. 


Mz vee copy bi gs that additional bnsiness 
4¥i you want. H. RSDEN, Newtonville,Mass. 


USINESS literature—interested ! I assume all 
details of writing and printing. CLIFTON 
WADY, Somerville (Boston), Mass. 
APS in verse are like a chime, rerung in m 
ory —_— serra Cad reriten in 
verse or prose . , Codman Bi 
Boston, Mass. : 


V 7 RITING cates e gue for at sh 2 booklets for 

patent medicines, series of ads for a cloth 

house and a lot of pare he fora wholesale whisky 

house. That’s ener as for thisweek. Ready for 
SCARBORO. 


you next week. 
B USINESS 1 Needsatonic! Wanta 
‘© or three salient 


PRINTERS’ INK. 


ELECTROTYPES. 


7ICK’S MAGAZINE, N. ¥Y. Has all sorts of 
floral electroty pes. 


Vick’s MAGAZINE, N. Y. 
floral electrotypes. 


Vek HeGases, N.Y 
lectrotypes. 


Has all sorts of 
Has all sorts of 
Y. Has all sorts of 


yick’ 8 wacasne at XN. 
floral electrotypes. 


50 and our geet ay tone portrait. 


] yAY 
kinds of cuts * ices as rising. 
Write us your  wente. {CAGd “eHOTO 


GRAVING CO., 185 Madison St., 
Recomm DTYPING — Our p ital ‘ane weight 
metal, like Johnston’s ce used 
all the time. Good work — moderate Pp prices. 
WM. T. BARNUM & CO., New Haven, Conn. 
|F you are an advertiser get Custos prices on 
electros. Work and prices the best. You 
can ask Johnston, of inters’ Ink. Address 
CHAS. CRASKE, 45 & 47 Kose St., New York. 
‘HE best ad can be jiled a poor 
‘I We apies ads Ay will ae oe he eye, 
and electros. Address 
STON, Printecs? Ink t Press, 10 10 Spruce Vn “y Y. 
ou td — your own own ads, but one thing 
can’t make your own ee 
Think of of us; j $1.50 for best half tone cut ; 
that and work the best. C' cago photo 
ENGRAVING cO., xe Madison St.., cago. 


ARRAN GED BY BY STATES. 


vertisements under this hee this head, a 2 lik iopin or more 
oe ae 25 cents a line. 
black-faced the fae Het 


rice ts 0 cents tine. 
be handed in one week in advance. 
ALABAMA. 


LABAMA rs are shy about exploitin 
A their merits. - = sf 














ALASKA. 


\’ O Alaska paper is big enough to advertise in 
N PRINTERS" INK. nd - 


ARIZONA. 











— 

m you, together with a a ey will merit a 

finite e200, sh fon, me. Moc, SMITH. 

Loan rust ~ BAL 

Bidg., Baltimore. 

ro Bo ay ay Jot 
e 


bout 
pardons ona 
Your mone 


‘ou. 
BCARBORO, Box 63, Si 


66 JQ USINESS—new business—and ah of it,” 

is what you areafter. SoamlI. I would 

like to write your advertising literature if you 
want the kind that b: ly the 

e 5 way to find out 


down a few rough 
lines to 





if I can 
until Feb. 10. “TED 
ion W, Brooklyn, N. Y. 


what te kind after all. 

I can do for you sg = write and tell me 
‘ou are aimi Pest may pelp.o4 to hit. 

wou TAN DIXEY, $6 Worid Bldg., New York. 


elt lag - is more art in e art in the use of plain En- 


4 y 
Plaiest of plain English, send along the facts. 
send any money until you first see how 


ou w tike the matter. oe the now 70 ear by be- 
ing y Jenne own — RT M. MOSES Ss Bos 283, 
om ADVICE is neces is necessary in writing ads 
jects. I have the phy- 

Tor consultation. | talk over 


may cost more = othe 
hey’re worth the cost. W. W. BRE 


1 
Soakeie, New York 





A= papers are too modest to advertise 


ARKANSAS. 


"[ BE best, pap best pape er ‘in this State hesitates about 
asserting its excellence. 








CALIFORNIA. 


OS ANGELES TIMES—Southern Calitornia’s 
great daily. Foremost advertising medium. 





COLORADO. 


NOLORADO rs want page gee ng 
C and have n> wee for small, classified ai 











CONNECTICUT. 


WEEKLY TIMES: Hartford, CONN. 


THE TWO HERALDS, 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook and queer in the Patmos 6 Sento! > 
covered by them. trains an by Po 
expresses these tw o papers are delivered ada nd 
= all over Connections. Special editions 
into Bare ford, New Haven, Meriden, 
Danbury and An 
Combined circulation, 80,000. 150,000 Readers 











PRINTERS’ INK. 


THE UNION, 


horoughly cover 


T Daily, 7 
é covered by the 


Western Co 


L. Moszes, New 
Vauderbilt eo Blag, "TH york Bap PUBLIS ING 
CO., Bridgeport, 
THE IRTORD TIMES. 
Wie O. Burr, Publisher. 


Rourvs H. Jackson, Bus. Manager. 





Daily— 12,500 circulation. 


The great advertising mediu medium for reaching the 
Nutm itmeg Sta State. 


Weekly—7,000 7,000 circulation. 


Perry LUKENS, Jz., New York Representative, 
73 Tribune Building. 


DELAWARE. 


rE such a little State. 


DISTRICT OF COLUMBIA. 


\ 5h, 4 space and display than can 


FLORIDA. 
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MAINE. 


‘(, HE HOME TREASURY, A’ Maine, 
proves 50,000 copies 
DS in THE INDEPENDENT, Farmington, Me., 
A produce results and mail orders. e 
BANGOR COMMERCIAL. 
J. P. Bass & ©o., Publishers, Bangor, Me. 


Daily average, nearly 5,000 copies. 








Weekly average, over 16,000 copies. 


Psrry LUKExs, Jr., New York Representative, 
73 Tribune Buil 





MARYLAND. 


J))ONT take much stock in ad advertising ; = 
D when it must be done wants more space ‘ 


MICHIGAN. 
[)EMBOFT SUNS, 118,000 weekly. 


ag — od COURIER-HERALD. Daily, 6,000; 
junday, 7,000; weekly, 14,000. 


eee! COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 


AGINAW COURIER HERALD a 
S in No. Mich. “ Press dispatches. A 


PFtKolt si SURE Td LLUSTRATED and SUNDAY, 
118,000, are profitable 

















T= ST. AUGUSTINE NEWS oy = right 
kind of le at the rig? Sime 
right way. G. BARRY, pub. ities N.Y. 


IDAHO. 
A= E os in 
unless 
worth -— hy 








PRINTERS’ INK costs too 
one has something really 





ILLINOIS. 


| ig by its metronelan city, Illinois 
to advertising in newspapers ; but 
is atrort on tye d circulars. 


INDIANA. 
COURIER, Indianapolis. The leading 


TT 
3,500. has 7 ‘STEW A. Rt pub. cok Wie eraner 


IOWA. 


1 RESTATE MEDICAL JOURNAL of Keokuk is 
the only professional magazine in lowa. 
‘HREWD advertisers should see that = 

contracts call for the Dubuque TELEGRAP! 

It is the leading and weekly in » iasnend 

Northern lowa, and has a 

lowa, Northern illinois and Sou isco! le 

Its rates are lower perthousand circulation than 

other papers in the West. Leading advertisers 

use it, io, shouldn’t yout Send for sample cop- 


ies and rates. 
KENTUCKY. 


W ag AT to = foe thing to VD yy KEnN- 


LOUISIANA. 


1 0."N PRESBYTERIAN, New Orleans, wkly cir. 
over Ala., Ark., Fia., La., Miss., Tenn., Tex. 


MASSACHUSETTS. 


40 ¥ WORDS, 6 days, 50 cents. ENTERPRISE, 
rockton, Mass. C’ 7,500. 












































G nA att DEMOCRAT, the 
J per in Michigan, outside Detroit. 13,000 
aeitaW ate eT and week], Largest 
S circulations in the Saginaw Valley. i Michigan. 
l ETROIT TT USTRATED SUN, weekly, 97,837 ; 
SUNDAY La on Adv. office, 517 
ple Court, New York City. Books and press- 
room always open to inspection of advertisers 
or their representatives. 
ESULTS— Advertise where you will 
wertisers are well pleased 
with the ILLUSTRATED and “SUNDAY SUNS, 
7 Mich. Adve office, 517 Temple 
Doust, Bow Sast Pi. ~ Lig r full particu- 


AGINAW COURIEI-HFRALD is the 
mo 

















ast i 


CUSTE, 38 


Saga Gop. wire a Ry 


r i td 4, ad- 
38 Park Row, New York. 


MINNESOTA. 


"= DULUTH NEWS-TRIBUNE — The only 
morning daily paper. 1 paper. Established in 1879. 


Published at the head of the Gut lee 
luth, Minnesota. The ave 
now exceeds 7,000 copies. 
weekly editions Pon rates of 
Daily and Sun 

mon 





bune Building, New York. “-. E. 


Editor and M 
MISSISSIPPI. 


I IKE the violet seeks seclusion. 
4 


MISSOURI. 
hee DES GLAUBENS, St. Louis, Mo. Est. 
Cir 33,000. Brings results. 


Vi pss} PACKER, Kansas City, M 























in cir- 
of Missouri newspapers. First in 





WoxpEnrct 1—Send 10c. to FRANK HARRI- 
ON, Boston, Mass.,and see what you will get. 


gromstien « of the trade T= ae of America. 
eat packers, butchers, stockmen, 





EW BEDFORD ( Mass.) JOURNAL. Daily aver- 
over 4,000. Remember us when placing 
Massachusetts. 


ads in Southeastern 


cers, Gonarel merc ts, grain and produce 
shippers and receivers. Best ‘et paper pub- 
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MONTANA. 

NACONDA STANDARD. Circulation three 
4 aay Reprise Siac Say 
NEVADA. 

bo — 


NEW HAMPSHIRE. 


ADVERTISES for summer boarders only, and 
they are not in season now. 

















NEW JERSEY. 
I REVIEW, Atlantic City, guarantees 
daily circulation of 1,500. Iss leader. 
RIDGETON (N. ty a te et leads all 
South Jersey tion 
ads 12cents, Iscente, 2 1-1. _ & 
THE EVENING JOURNAL, 
JERSEY CiTY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - = - 15,500. 
Advertisers find {(T PAYS! 


NEW MEXICO. 


To dry to advertise much. 














NEW YORK. 


Fact. 





TICK’S 200. 
\ East of hockies, 184,519. 
V ICK’S 200,000, 
East of Rockies, 184,519. 


ie 'S 200,000. 
East of "Rockies, 184,519. 
TICK’S 200,000. 
NV’ east of Rockies, 184,519. Fact. 
am Watertown (N. Y.) 





Fact. 





Fact. 








“AREE trial lines 2c. 
HERALD—30,000 readers. 


OR any good business it will to = THE 
I CHRISTIAN ADVOCATE, New York Cit 


T=: NATIONAL PROVISIONER, Peo of the 
meat & provision industries, 284 Pearl St.,N.Y. 


f°. HE LADIES’ WORLD 
Cire 











with a an a on your advertisement. 
TE LOW! CIRCULATION LARGE! 


M. peek popular periodicals, THz PEo- 
* PLE’s HOME JOURNAL and THE ILLUSTRATED 





” Advertising rates, $2.00 
—_ less time and space discounts. 


es and further F. 
Le PTON, publisher, 106 & 198 Reade St., N. Y. 


Albany’s Most Popular Daily. 
Circulation 17,400. 


Albany’s Great One-Cent 
Newspaper. 


This is to certify that the Circulati 

puis DAILY PRESS AND KNIC KE ne 

CKER t« Constantly Toovenstn and that 

the number of copies printed hin day was 
AN. 


17.4 
State of New York, City and County of Albany. 


Sworn to before me this 16th day of taal 
, 1894, Joun J. GALLOG: 
Notary Pu Public, Amen, N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 


Ten Cents per week for Ane Dally and 
Sunday Pre 





PRINTERS’ 


INK. 


THE HOUSEWIFE, 


New Office, 114 Nassazn St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 


The Leading Illustrated Paper of 
America is 


2 LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
Wiuuiam L, MILLER, Advertising Manager, 
110 Fifth Ave., New York. 


NORTH CAROLINA. 


PREFERS local patronage, which pays bette. 


NORTH DAKOTA. 


i nee cold to advertise in the winter. 


OHIO. 


‘HE NEWS is So? only Sunda; r in Zanes- 
I ville. ‘Try it y y pape: 





























=: cire’n of any Prohibition paper in 
nation: BEACON AND NEw ER, Springfield, O. 


AYTON MORNING TIMES and EVENING 
NEWS. Combined circulation 14,000 daily. 


OUNGSTOWN VINDICATOR, 7.300 daily, 5,200 
weekly. Leading newspaper in Eastern Ohio. 


6é T HE leading Ohio country daily—THe Piqua 
Cc. i Associated Press re- 











ALL—rece. 2 the 
port.” —New Yor! 
FoorayY (0.) arr BLICAN, despite untruth- 
1 statements by others, circulates 2,( 
more daily and 500 more weekly than any local 








HE TRI- Srare GROCER visits the grocers and 
godess merchants of Ohio, Ind. and Mich. 
be O i os are not in it, it will pay you to 

TRI-STATE GROCER CO. Toledo, 0 

gn Ohio, has grown to be a city of 13,000. 
t is the third sity in this country in "the 
srotasion of lineeed oil, and “Piqua brand” of 
stands as the .. There are only 

3c Cities in Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 
To Piqua, Ohio, CALL is the only daily paper 
between Toledo and d Dayton and Columbus 
and Indianapolis wh 3 receives wire news— 
having the exclusive franchise. 








Press 
ed “ a Lena renga of 1b1b i daily, and is a 


os apapee aus - connected 
by electric pe cag with Troy, Ohio --a town 
oven miles distant. having a Sa te 4,000, 
and THE Piqua CALL has a circulation in 
than any y Troy daily. For prices for space, 

poe A of the paper and any further informe- 
tien, address H. D. LACOSTE, 38 Park Row, N. Y. 


OKLAHOMA. 


‘{.HE GUTHRIE DAILY LEADER, the leadin: 
morning paper in the Territory, accepts ad- 
vertising with the distinct and positive guar- 
antee that it ay double the paid circulation of 
ony hy og pa blished in Oklahoma. F. B. 
cas, 











PRINTERS’ INK. 


OREGON. 


W ANTS more space—or none. 





2I 


WISCONSIN. 
]}°FCOITS NEWS BUDGET, page weekly. 





PENNSYLVANIA, 
san (Fa.) REPUBLICAN has the largest 


DUCATIONAL INDEPENDENT, school w’kly. 
EDINBORO PUB. CO., Edinboro, Pa. 


Tits BEST LOCAL CAL DAILY in P in Penneyivania Ts 
HESTER TIMES. 30,000 desirable readers 


ACE ne garden spot ofr Reyne — 


l |] NTELLIGENCER—Datzy and WEEKLY, 
aa n, Pa. 
jon see 


FRoeelle D ‘8 Directory. Always 
a best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


H°% OM 0 e GUARD. Providence, R. circulation 
000 ; paid up subscript on ist. 


SOUTH CAROLINA. 


T7604 dai —— of THE STATE, Columbia, 8. 
pular paper in a hundred 

edition 

lina. 























South Saoatien yo The semi weekl 
reaches over 1,000 post-offices in South 


SOUTH DA KOTA. 


N OTHING to advertise. 


TEXAS. 


re POST : Houston, texas, 


GER REGULAR ISSUE? THAN ANY 
DAILY 4 iN RAoras and is so guaranteed by Row- 
ell’s 1894 Directory under a forfeit * _ 8. C. 
BECKWITH, Sole. Agent Foreign Advertising, 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 


VERMONT. 


URLINGTON DAILY NEWS, a new, live, one- 
cent newspaper. It gets t there. 


WASHINGTON. 


GEATILE POST-INTELLIGENCER. 





























LL} 
A weekly EXCELSION, ifwautee, Wis 
W ISCONSIN Po ay pt , Wis. 
tn Wien circulation of any " gaciiek paper 


WYOMING, 


‘THE ladies will not allow its newspapers to use 
PRINTERS’ INK. as 


CANADA. 


W ANTS reciprocity—not advertising. 


SO. & CEN. AMERICA. 


‘AN. 
ANDREAS & CO., 52 Broad St., Agents. 
Send for sample copy. 


CLASS PUBLICATIONS. — 


Liven inserted un: under this heading, in 
, cost 25 cents a line, Fay 8 each 
~y line, without display 























ADVERTISING. 
PROGRESS, Washington, D.C. 
AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (Eli), St. Louis, Mo. 
AGRICULTURE. 
HOME AND FARM, Louisville, Ky. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
ARCHITECTURE. 
INLAND ARCHITECT, Chicago. Best in West. 
CARRIAGES. 
VARNISH, Philadelphia, Pa. 
COAL. 
COAL TRADE JOURNAL, New York City. 
DAIRYING. 
NAT. DAIRYMAN & DAIRY MES’G’R, K.City,Mo. 
HARDWARE. 


THE HARDWARE DEALEI 1 Actual overage 
past y ar, 8,490. 78 Reade St., N. Y. 


cir 





N OF he our prea papers ot te Pac 
of the four pa) o e lc 
Coast.” —Harper’s 
[HE TYPOGRAPHICAL REVIEW peaeaee «i all 
rinters in Oregon, Wash’n and British Co! 
umb Want to reach them? Box 1117, Seattle. 
ys POST-INTELLIGENCER 
A maper in the Stat - ¥ ci nm of 
the: e State o yr actingece. 
ys office, $894 O39 —y- < 
Agent, 


ne We ett mn cot” C.A 
RICHANDSO. Special 
os ei 


SPOKANE vz SPOKESMAN: RE -REVIEW 
~~ A — 


zation. REVIEW fthe 
of all the best interests of Spokane and 
country tributary to it. 


WEST VIRGINIA. 


70 occasion to advertise since the passage of 
N the Wilson Bill. 








nour THY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
LITERARY REVIEW. 
“TO-DAY,” Phila., Pa. The $1 Review. 
MACHINERY. 
MACHINERY, 413-15 Pear! St., New York. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or 
Medical Herald, St. J St. em Mo. 
Tri-State Medical Journal, Keokuk, Iowa. 
Medical Fortn rtnightly, St. Louis. 
TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYPEWRITING. 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo, 
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THIS WAY— 


You are a publisher. You are, too, a reader 
of Printers’ Ink. You have come to feel well 
acquainted with many of the advertisers in it. 
Should you have occasion to buy certain com- 
modities there are men who would get your 
money to-day who would not have got it had 
they not advertised in PRINTERS’ INK. 

If their advertising has won you as a probable 
customer why can’t you win customers in the 
same way ? Why not make your paper known 
to men who buy advertising space P You can do 
it by putting your paper’s ad in PRINTERS’ INK. 


From 
JOHN CUTLER, 
Newton, Mass. 





PRINTERS’ INK. 


PRINTERS’ INK FOR NOV. 28th, 1894, 
TheYear Book Issue 


J. A. CAMP. C. O, VIGREN. 
MIDLAND ADVERTISING CO., 

213 Iowa Loan and Trust Building. P.O. Box 543. 
Jobbers of Advertising Novelties, ; 
Iron, Glass, and Tin Signs, etc. 

Des MoInEs, Iowa, December 29, 1894. 
PRINTERS’ INK, New York, N. Y. 
GENTLEMEN—Believing we can sell a dozen or fifteen of the 
Year Books here, we write for your lowest CASH PRICES per 
dozen. Kindly mail us sample Year Book and oblige. We 
would like to have the Midland Advertising Co. put on 
PRINTERS’ INK subscription list. Kindly do this and mail bill, 
and oblige, Yours truly, 
MIDLAND ADVERTISING CO., 
P. O. Box 543. 














Inasmuch as the Post-Office Department 
will not distribute the interdicted issue of 
PRINTERS’ INK without prepayment of post- 
age, 10 cents a copy, on each separate book, 
and inasmuch as, on this account, we have 
fully five thousand copies on hand in excess 
of those intended for the ordinary demand, this 


is to make known to interested parties, every- 
where, that we will receive and execute orders 
for this book at ro cents each or $10 a hun- 
dred, until the edition is exhausted, and will 
prepay the postage or freight in every case. 
Address, with CASH, 


PRINTERS’ INK, to Spruce St., N. Y. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


a, = Igued Ba Wednesday. Subscription 
Dollars a year. Five Cents a copy ; 

Three Rad hundred. No back numbers. 
t-Publishers desiring to subscribe for PRINT- 
ERs’ InK for bo A benefit of os patrons 


pli 
‘P tes, it “J always 
possible to Ay a new edition of five hundred 
es for “_ ora | r number at same rate. 
wii rson who has not paid for it is 
receiving g Painrens ie, itis — some 4 
a Cerys name. ae. 
at the expiration of of the time or. 

se STROULATIO etailed statement of 
= number of copies Printed « sed or every issue of 
’ INK for a full +... —— be 

bs ano on file with the oe ‘of the American 
‘ews = S se ogee the circulation 
may rated in the issue of that book 
for 1895, aaee at the ac ‘apne for 
the last year was 17,768 co; feos for the last six 
months, 19,875 copies; for the last three months, 
21,223 and for the last four weeks, 22,250 copies. 


__ Ee Oreices: No. 10 Spruce Street. 


NEW YORK, JAN. 9, 1895. __ 











i it was possible for every one to 
advertise successfully no art would be 
required in advertising. 


A NON-ADVERTISING merchant may 
worry about the poor business he does, 
but his clerks are not likely to lose any 
sleep over it. 


THE woods are full of journalistic 
failures posing as ad-smiths, but the 
genuine article is not so plentiful and 
is generally pretty busy. 


THERE is scarcely a paper published 
which caters to an ignorant and de- 
praved class of readers that circulates 
to any extent in the rural regions. 


Ir Is the success of more intelligent 
competitors rather than their own 
failures which causes some men to wish 
there was no such thing as advertising. 

AS THERE are few articles so gener- 
ally used and that sell for so large a 
profit as writing ink, it is surprising 
that it is not more extensively adver- 
tised. 


As FEw people whoarrive ina strange 
city care to put up at a hotel they never 
heard of, one is constrained to believe 
that if some of the New York hotels 
were advertised in the newspapers of 
St. Louis, Chicago, Cincinnati, etc., 
and some of the hotels in those cities 
were to seek publicity in the New 
York papers, the increase of business 
which would result could hardly fail 
to make the money expended a profit- 
able investment. 


PRINTERS’ 


INK. 


THE best evidence that things are 
beginning to boom in the advertising 
business is the lovely smile of satisfac- 
tion and the- new suit of clothes 
the average ad solicitor is wearing. 


AT THE present time any New 
Yorker out of employment can ring 
up a messenger boy and have him in- 
sert an ad in the situation-wanted 
columns of one of the morning papers 
without the necessity of paying a cent 
to the boy or to the paper. 


Messrs. NicHots & COSGROVE, 
attorneys and counselors at law, at 
Cohoes, N. Y., are responsible for 
the statement that ‘‘ most publishers 
lie flagrantly in regard to their circu- 
lation, thereby compelling all compet- 
itors to resort to similar practice in 
order to maintain an appearance of 
equality.’’ 


ACCORDING to a table of advertis- 
ing rates published in the Fourth Es- 
tate, the cost of an ad on the first page 
of the New York Pos is four times 
greater than for one on the last page, 
while an ad on the first page of the 
fferaid is five cents a line cheaper than 
on the last page. 

THE merchant who curtails his ad- 
vertising expenditure in order to re- 
duce expenses is generally successful 
beyond Nis utmost expectations, as a 
decrease of one hundred per cent in 
the volume of business transacted 
frequently enables a man to reduce his 
expenditure at least twenty per cent. 


WHEN a man has been engaged in 
advertisement writing many years he 
may have lost a good deal of his 
brightness and originality, but the ex- 
rosepsegy he has gained, by enabling 

to know what not to say in an 
ad, generally makes his work much 
more reliable and satisfactory in every 
other respect. 


Tue Fidelity & ( Casualty Company, 
of 140-146 Broadway, N. Y., has de- 
cided to issue to clients guarantees that 
the goods sold by them will be as rep- 
resented. According to the company’s 
prospectus, in order to make this sys- 
tem of insurance effective, it will grant 
such clients the right to state in their 
advertisements that the guarantee of 
the company will be given when de- 
sired with each invoice of goods sold, 
and it will issue its guarantees in cou- 





PRINTERS’ INK. 


pon-form in amounts stated on the face 
of the coupon, which guarantees will 
become effective when properly dated 
and signed by the seller. 


As BUSINESS men usually receive a 
double quantity of mail matter on Mon- 
days it would, perhaps, not be unwise 
if circular advertisers were to mail 
their ammunition so that it will not 
reach its destination on that day. 

As AN editor cannot realize the 
trials and temptations to which the 
poor business manager is subject, he 
should try to restrain his natural anger 
and indignation when, as a result of 
an order from the counting-room, a 
few of his editorial gems are crowded 
out in order to make room for some 
liver cure or baking powder business. 


ILLITERACY AND ADVERTISING. 


The art of advertising has attained 
a development during the past half- 
century that is marvelous ; the famil- 
iar assertion that ‘‘advertising pays”’ 
is no longer simply a theorem, but has 
become an axiom; and the value of 
space in newspapers and periodicals is 
now universally recognized by busi- 
ness men of sagacity and intelligence ; 
but notwithstanding these facts there 
exists a silent enemy to the advance- 
ment of advertising which tends to 
deteriorate its value and places a bar- 
rier in the highway that leads to per- 
fection ; and this enemy is illiteracy. 
There is no advertiser, however enter- 
prising he may be or whatever the 
amount of his appropriation for secur- 
ing publicity, who can reach a// the 
people, because the percentage of il- 
literacy among the people cannot be 
overcome by enterprise or money. 
Yet the illiterate individual must be 
as extensive a purchaser, and there- 
fore as important a factor in trade as 
his more educated brother ; from which 
logic it must appear that the conquest 
of this foe to publicity would greatly 
enhance the value of advertising. 

A study of statistics of illiteracy 
and their application to advertising is 
interesting. In 1890 it appears that 
of the total population over ten years 
of age, I2 per cent, or one in every 
eight, were illiterate—not able to either 
read or write. This would seem as- 
tonishing at first glance, but compar- 
ing these figures with those of ten 
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years earlier we find that the propor- 
tion of illiterates has decreased during 
a decade by 30 per cent. This is en- 
couraging, and gives rise to the ho 
that the day will come when illiteracy 
will disappear altogether, at least so 
far as our native Americans are con- 
cerned. Among the foreign-born the 
comparison is unfavorable, this class 
showing an increase of 1 per cent of 
illiterates since 1880, accounted for by 
excessive emigration and the character 
of immigrants. Among the colored 
population the percentage is 56 ; but 
here we find a very encouraging com- 
parison, for in 1880 the proportion of 
colored illiterates was 70. 

The illiteracy of the country is, 
therefore, mainly represented by the 
foreign-born and colored elements, 
and the States in which it is most 
prevalent are those of the South. In- 
deed, throughout the cotton States the 
proportion’ ranges high, being 4o per 
cent in Mississippi, 41 in Alabama, 
nearly 40 in Georgia and 45 in South 
Carolina. In the Northern States the 
average is between 5 and 6 per cent. 

From these facts it can readily be 
seen that, although illiteracy is gradu- 
ally decreasing, it still presents a not 
insignificant front to oppose the march 
of enterprise—especially in some re- 
gions. And backed up, as it is 
among the negroes, by superstition 
and traditions, it will be difficult, in 
fact impossible, to overcome until the 
present generation has passed away. 
Illiteracy not only limits the possibili- 
ties, but also decreases the probabili- 
ties, thus lowering the true intrinsic 
value of advertising. These statistics 
also teach advertisers an important 
lesson regarding newspaper circula- 
tion, namely, that its proportion is 
limited by the proportion of illiterates. 
If this is borne in mind, the quality of 
a medium’s circulation can be more eas- 
ily ascertained and its value more ac- 
curately determined. A newspaper 
that reaches 12 per cent of the popula- 
tion in the adie States completely 
covers the field, while in the North 
it must reach 19 percent. This is be- 
cause the former has a basis of only 
60 per cent on which to found its cir- 
culation, but the latter has 95 per 
cent. JAMEs B. KIRK. 

—_—_——+99———_—_—_ 

It is easy to sell goods the vir- 
tues of which are known—therefore 
advertise the virtues of your 


goods. 
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ask —— about anythin; 
and 


ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and 
pertaining to retail advertising 
ts for the betterment of this department. Privrers’ Ink is a clearing-house for 


ion; to 


; to send ideas, lences 








Apothecaries. 
Witriamsport, Pa., Dec. 22, 1894. 
Mr. Charles Austin Bates, New York, N.Y.: 
Dear Sir—What depreciation in the value 
of an advertisement is caused by typographic- 
al errors? and when such errors do occur, 
should an advertiser pay the full rates? 
For example, we contracted recently for six 
“ads” with a certain daily, one to appear 
each day, and paid double rates for special 
position. The errors were misspelled words, 
and not the fault of the copy. 
Yours very truly, L. L. Watton & Co. 
The depreciation in the value of 
an advertisement caused by a typo- 
graphical error depends entirely on 
the character of the error. I should 
not think that a misspelled word 
would really make very much differ- 
ence. Of course, it is not right, and 
the advertiser is justified in making a 
complaint about it. I have known 
such mistakes to be corrected by the 
repetition of the ad with the word 
spelled right. I am inclined to believe 
that most newspapers would be willing 
to do this. Such things are generally 
settled by the exercise of a little 
- courteousness on the part of both the 
paper and the advertiser. I believe 
that newspapers are generally willing 
to do really more than the fair thing 
in such matters. 
The advertisement in which the 
mistakes mentioned by Walton & Co. 


| ae ARE RR RIES 
Jes’ ’Fore 
Christmas 


Ly 4 in at our drug store and see the 

PARIS case. We have it filled with 
the choisest creations right from the 
home of the perfume industry—just 
the very things for an exquisite 
Christmas gift to a ng friend. 

The Specialty is VIOLET—per- 
fume powder, soap, toilet water—the 
quality supderd, the package a work 
of art. 

L. L. WALTON & CO., 

Apothecaries. 

A A I SE eh 8 eH 
occur is rather a good one. The best 
feature about it is that it makes a 
strong point of the one perfume, while 


’ L. L. Watton & Co., t 








at the same time all of the goods in 
that line are advertised. 
a) 


* 

Just to show what use can be made 
of a ready-made ad, I reprint this one, 
which is sent me by Mr. E. French, 
of Red Bank, N. J. It is adapted 


a 
Woman's 
Approval -——— 


Counts! Zece. We want a 
woman’s approval. What woman’s? Yours, 
madam. te is that precisely for which every 
man in our establishment is laboring cheer- 
fully and persistently. Suppose you gave a 
dinner or an evening social ; its success and 
your satisfaction would be in proportion to 
the graces and bright intellects of the guests. 
The success of your home depends upon the 
attractions you bring into it. Thus in our 
COAL you will find a guest who has on tap 
at your bidding the choicest efforts for your 
success in catering to your friends, either at 
dinner or socially. 

Hot and lasting for use in the )citchen 





ange. 
‘ Bright and glowing warmth for the parlor 


The | der for Coal i 
next order for Coal you give, try us. 
‘ALLEN’S, : 


S. E. cor. Ninth Ave. and F'St., Belmar, N.J. 
y. &. e also carry a stock of choice 
Grain, Feed and Hay, as well as Coal. 





from his advertisement for a periodi- 
cal, which appeared in PRINTERS’ INK 
Nov. 7th. This time it is used for 
coal, and it makes a first-rate coal ad. 

In Meriden, Conn., Mr. S. Bern- 
stein, a clothier, who has recently had 
a fire, is doing some advertising which 
I should think would be rather at- 
tractive. His loss was settled by the 
insurance company, and on the 
strength of this he has made a sale. 
The goods are sold at the regular 
prices, but on each garment is pinned) 
some money. For instance, for. a fif- 
teen dollar suit a customer pays fifteen 
dollars, but finds five or six dollars in 
greenbacks pinned fast to it. Pinning 
money on to clothes to indicate the 
price in the show window is nota 
new idea, but I have never before 
heard of this method of making a dis~ 


count. 
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It is a good deal easier to tell when 
advertising is bad than it is to tell 
when it is good. I have often known 
people to be mistaken when they said 
an ad was bad. I have been mis- 
taken myself, but I am going to 
hazard the opinion that the following 
ad of J. Fahy & Co.’s, of Rochester, 
N. Y., isabadone. It was published 
in reply to, and to offset the effect of, 


[Ad No. x]. 
“ Trilby ” 


An Unfit Book to Read. It Should 
Not Go Into Any Family Where 
Purity Reigns Supreme. 


The idea of an edition de luxe of an im- 
moral book like “Trilby” ill behooves the 
beautiful and immaculate Christmas season. 
Out with it! Taboo it, mothers; forbid it, 
O, ye Christian teachers, especially at this 
holiday time! We have been asked for it in 
our Book Department. We do not keep it, 
nor will we. Sth 

In order to turn the tide of Trilbyites and 
the lovers of the things that hover on the 
edge of the pitfalls of r fallen women, we 
offer to-day a. list of books at prices that 
ought to kindly lead those to our 
Counters that are not after the terrible, the 
sensational, the immoral and such. The 
curse of our day are the atheistical, irrelig- 
ious, immoral and blood curdlin; ‘books to 
be found on every side and lauded to the 
skies by would-be Christian publishers and 
would-be Christian merchants. 

Farrar’s Life of Christ, magnificent full- 
page engravings, published to sell at $3; our 
price, 50c. 

Europe, Asia, Africa, America, Germany, 
— India, illustrated. Publisher’s 

rice, $5 ; our price j 
. Dickens, Eltot, Shakes are, Hugo, and 
other popular authors, odd sets of the above 
at half price. 4 

The World Photographed, $1; our price, 
oc 





50c. 
Art Gems for the Home and Fireside, 
$1.25 ; our price, 62%c. 

Gallery of Bida. roo descriptive scenes 
from the Life of Jesus. Regular price, 85c.; 
our price, 42%c. 

La Fontaine’s Fables. Illustrated by Gus- 
tave Dore. Regular price, $1; our price, 


50c. 
Atala, with Dore illustrations, old price, 
$x; our price, soc. 
Pilgrim’s Progress, illustrated by Barnard, 
price, $x; our price 


9 SOC. - 

Paradise Lost, illustrated by Dore ; regu- 

lar price, $1.25 ; our price, 62)4c. 
asterpieces from Dore ; regular price, $r ; 

our price, soc. 

Dante’s Purgatory and Paradise, Dore il- 
lustrations, $1.25 ; our price, 624c. 

Tennyson’s “Idyls of the King,” Dore il- 
lustrations, Altemus edition, $2.25 ; our price, 


$1.12. 
J. FAHY & CO. 


the accompanying advertisement of 
Sibley, Lindsay & Curr. The second 
ad I should say is a good one. It is 
perfectly dignified, it tells a plain 
story, and tends to its own business. 





27 


Ad number one is a bad one if only 
for the reason that it does not tend to 
its own business. If a man hasn't 
anything in his own store to advertise, 
he had better not advertise. If he is 
going to tell what a bad man his 
neighbor is, he had better save his 
money, because just as sure as fate 
there will be a great many le 
who will sympathize with the neighbor 
and trade with him on that account. 
I think that this advertisement of 


[Ad No, 2]. 


“ Trilby ”’ 
Is Here. 


Once before—the 8th of last September— 
we made a similar announcement, on the oc- 
— of the appearance of “‘Trilby”’ in book 

orm. 

Then the mention of “Trilby” meant little 
or nothing to the great majority of people. 
To-day half the world has read the book. 

But it’s not our purpose to review “Trilby” 
or to eulogize the central figure, but simply 
to announce that the 


Edition De Luxe 


is on counters. It is a beautiful work, a 
credit to its publishers. Printing could not 
be more perfect ; the illustrations are worked. 
in tints, and the cover design is forget-me- 
nots on white vellum, and the title and its 
inclosing wreath in gilt. 

The total edition consists of but 600 num- 
bered copies. Our price is $10. 

SIBLEY, LINDSAY & CURR. 








Fahy’s is likely to increase the sale of 
‘*Trilby.’’ I think there is hardly 
any doubt about that. It is only 
necessary to advertise a bookas highly 
immoral and not fit for young people 
to see, to create for it at once a great 
sale. 

It may be there is some sort of an 
understanding between these two ad- 
vertisers whereby the profits are to be 
divided. If so, it puts an entirely dif- 
ferent face on the matter. As it stands, 
Sibley, Lindsay & Curr get the bene- 
fit of their own ad and also that of 
their opponents. 

It is rather amusing that Fahy & 
Co. should find so much to object to 
in ‘‘ Trilby’’—so much so that they 
will not have it in their store, and that 
they can still see nothing in the plays 
and sonnets of Shakespeare that is o 
jectionable. For that matter, if one has 
a mind to do it, there are objectiona- 
ble things to be found in ‘“ Idyls of 
the King.’’ I should think quite as 
objectionable things as there are in 
‘* Trilby.”” Another rather amusing 
thing is the fact that while.‘‘ Trilby’ 
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is advertised in a very ‘‘swell’’ 
limited edition at ten dollars, Farrar’s 
‘* Life of Christ’’ is reduced from 
three dollars to fifty cents, and ‘‘ Pil- 
grim’s Progress’’ goes begging at 
fifty cents, reduced from one dollar. 
‘*Paradise Lost’’ is also a little 
‘shy ’’ at sixty-two and a half cents. 
Surely, we are living in a degenerate 
age. 

Men's Wear—(By H. C. Hawkins). 
Couldn’t Tie 
A Necktie 


It was said of Horace Greeley that he could 
save a nation, but never learn to tie a cravat. 
A man of his ambition, had he possessed one 
of our elegant 75c. flowing-end scarfs, would 
never rested until he had learned to tie it. 

Other kinds and prices : 


For a Music Teacher—(By E. French). 
VE ree VEE VEE Ee EEE EEE Y 


Music Lessons ‘ | 


Either vocal or instrumental, are ¢ | 
often the means of causing a child ¢ 
to love music, and surely no child ¢ | 
should be permitted to grow up 
without loving music, for no other ¢ 
taste will yield a greater crop of 
happiness. 
P Bring music into the home. The little 4 
P girl who is taught will be happy, having 4 | 
P what other girls have, doing what other 4 | 
P girls do. | 
Didn’t expect to give your girl music 
lessons? And why not your eri? Has 
any mother a sweeter or dearer girl? 
Has any girl a better mother ? 
The cost ?—But let me send you my 











<q) 


} 
} 
circular, which tells all about it— ¢ | 
| 


how much, how easy to pay, and 
some other pertinent points. 


§ Music Teacher ‘| 


bannenennnnennnnnnannnndle | 
For Dry Goods—(By R. W. Robertson). 


Ever Have 
The Blues ? 


Ever have that indescribable | 
‘* want-to-go-home-to-ma”’ sort of 
feeling—when everything you 
touch seems to go back on you— | 
when you feel as if you hadn’t | 
a friend on earth, and mighty | 
few in the next place? Have, 
eh? Tough, isn’t it? We've 
got the blues ourselves to-day— 
we're going to sell ours. Ours 
are another sort of blues—im-| 
ported them direct. They’re 
those genuine INDIGO dyed 
Serges and Estamenes for fall 
wear. They do not fade in the 
sun, and neither fresh nor salt 
water has any effect on them. 
We have them from 42 to 54 
inches wide, and the prices run 
from 35c. to 8sc. They assuredly 
make a cheap dress when you 
consider the wear got out of them. 


q| 





| 
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Provisions—(By F. W. Robertson). 





THINK OF IT! 


We sold over 


HALF A MILLION 


Pounps oF Provisions 
“> LAST YEAR, @® 
and we are not rich yet. It’s all because 
we are satisfied wit 
SMALT. PROFITS. 

Our prices prove that. 

We carry everything in the Provision 
line from an egg to a side of beef, and also 
FRESH FISH, POULTRY AND - 

VEGETABLES. 














Men's Wear—( By H. C. Hawkins). 


How’s Your 
Dress Center ? 


Dr. J. G. Holland spoke of a man’s 
collar and necktie as his “dress center.’ 
Though your coat be shiny, if your linen is 
spotless and your tie in good taste, you are 
WELL DRESSED. Correct “‘dress centers”’ 
were never so inexpensive as now. In proof: 





For Any Business—(By F. W. Robertson). 
I’m Glad I Am a Livin’ 


Our trouble comes like flies in cake, 
But there’s lot more cake than fly ; 
And there’s ten square deals to every fake, 
Ten smiles to every sigh ; 
There’s sneaks, but lots of good men, too ; 
There’s hoardin’, but there’s givin’, 
And that is why I take this view, 
I’m glad I am a livin’. —JosH. 
When hard times come there’s a_philo- 
sophical way of looking at the world that 
will make a man or woman contented and 
happy under adverse circumstances. If 
times were not a little bit slow we shouldn’t 
be offering such bargains as these, and if we 
lose money our friends gain it, and we will 
be happy in well doing. 





wi 
= 
WHAT 


| profiteth aman to pay for a 
ouse and not own it? 


LU will help you to get a home of 


your own with the money you 


pay in rent. DO 


you want the plan explained? 





PRINTERS’ INK. 


Displayed Advertisements 
ents a line; $100 @ ; 2 ent 
. pas ‘a for specified Poll «ssh foie 
Must be handed in one week in advance. 


SThMike EOP FER BRM Bem. Pa. 


| AM A GOOD PRINTER ; so nour 
a printer that Charles Austin Bates, 
the leading advertising expert, says I 
am one of the best in New York. 
Charles says what is true. When giv- 
ing out your printing remember what 
Charles says. 
WM. JOHNSTON, 
Manager of Printers’ Ink Press, 
to Spruce St., New York. 
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S CPERIOR Mechanical Engra . Photo Elec- 
trotype Eng. Co.,7 New Cham st., N. Y. 


THEY PAY THEM. ie. “Sustomers for 
PATENT COIN MAILING CARDS. 
circulations Our 


pee Geet 
will increase Your 
for samples to ALVORD & CO., Detroit, Mic 


The Peterson Recaiiad 


WILL BE SENT 


FREE SSonrns 


to any general advertiser who will send home 
address to 


F. E. MORRISON, 500 TempLe Count, N. Y. 














The Fact 


That 


THE HOUSEKEEPER ~~ 


is the only woman’s home 
paper published in the North- 
west carries great weight with 
experienced advertisers. The 
circulation of 


Over 120,000 Copies 


is general and reaches just 
the people among whom to 
advertise articles for woman’s 
use, or for homes. 
Full particulars direct, or from 
Eastern Office : 


517 Temple Court, New York. 
Cc. E. ELLIS, Manager. 














IT COVERS 
THE GROUND! 


Going as it does into more com- 
fortable homes than do any other 
U two papers in Milwaukee, 


‘The 
Evening 
Wisconsin 


> is the only newspaper that NEED be 
used by advertisers in order to reach 
the cream of the Milwaukee trade. 





THE EVENING WISCONSIN COMPANY, 
MILWAUKEE, WIS. 


Eastern Branch Office : 
10 Spruce St., New York. 
ee H. EDDY, Manager. 
(2 BAe 
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——_ NO DEAD BEATS —_ 


WITH THE FIRST MAIL 
ee 1F YOURS IS 


NEW MODEL” WEB 


CAMPBELL PRINTING PRESS AND MFG. CO., 


884 Dearborn Street, Chicago. 


1 Madison Avenue, New York. 





PRINTERS’ INK. 


No Claims 








Art $1 per Lovz. 


TAKE AN INCH 
IN 
THE MAYFLOWER 
AND 
GET AN ELL IN RESULTS 


FROM 160,000 SUBSCRIBERS. 


OOOO OOOO A AAA AOA 























Last Chance for 
Seedsmen to catch 


The 
Vickery & Hill 


List 
for February 
IT PAYS 


1,500,000 circuation 


PROVED MONTHLY 


PUBLICATION OFFICE, AUGUSTA, ME. 


NEW YORK OFFICE, TEMPLE COURT, 
C. E. ELLIS, Manager. 
J ES rae 





No Affidavits 

No Promises 

No Rebates 

No Discrimination 


- BUT - 


THE CALL 


OF PHILADELPHIA 


Will Give Every Advertiser 
A FAIR RETURN 


For his Investment in its 


Columns. 


3% 


EDGAR M. HOOPES, 


Witminaton, Det. 


Manager of the Foreign 
Advertising of THE CALL. 
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Look about you: 


Are not religious people the 
class who have homes, the thrif- 
ty and provident people, they 
who have the comforts and lux- 
uries of life? 

Are not they the people you want 
to see your advertisement? 

These papers have practically 
exclusive control of their denom- 
inational fields in this locality. 


Put 
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Editorial Quality : 
No expense is spared to bring to the 
— of THe SUNDAY Scn00n TIMES 
the best thought of the best writers. 
Nearly thirty thousand dollars a year is 
ad for its editorial and contributed 
matter. 


Advertising Quality : 
This guaranty is announced in the 
paper every week: 


| “The Sunday School yd Py — to admit 
jonly advertisements at of a bariy 





| Sbould, yet — se -E of a 

| not commercial credit be 

vertently Stet, the publishers will refund to 
subscribers any money that they lose thereby.” 


Che Sunday School Canes 


Put 











AVERAGE FOR 1894, 


Them 
On 
Your 
List 


Sunday School Times 
PHILADELPHIA. 
Lutheran Observer 


Presbyterian Journal 


Ref’d Church Messenger 


Episcopal Recorder 


Lutheran 








stian Instructor 


It 

On 
Your 
List 


High class circu- 
lation for less than 


.-161,342.. 


COPIES WEEKLY. 


RATE: 
80 CENTS PER LINE 





We make the way 
easy and cheap for Chri 
you to use them. 


istian Recorder 








Over 225,000 Copies 
Religious Press 
Association 
Phila 


| 








i cont per ody we: For One or More Times. 
1,000 copies issued. . 


Write to us for fuller particulars. 


—=_—- Religious Press 





Association 
Phila 











tract. 


section. 


ALL ITS CLAIMS 








THE - EVENING - PRESS 
DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper 
Advertisers are given the privilege 
of making this a part of their con- 
Rates lower per thousand 
circulation than _ awe in this 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 


combined. 


ARE PROVABLE. 
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A Japanese Number. 


IT WILL INTEREST 


YOUR WIFE. 


39 Free To Advertisers Who Read Printers’ Ink. ag 


The January issue of 


Arthur’s Home Magazine 


contains special articles on Japan of interest to women. The main 
article—** Home Life of Japanese Women,”’ was written by 
a lady who lived in Tokio for years. Every American woman will 
find this of great interest. If you are an advertiser we will gladly 


send this issue to any lady member of your family on request. 
Arthur’s Home Magazine, 1026 Arch St., Phila. 
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DAYTON, OHIO——> 


MORNING TIMES, 
EVENING NEWS. 


<>O000000<> 
COMBINED DAILY CIRCULATION 


~14,000~ 


Are you looking for results 
from your advertising - - 
Dayton, Onto. 
The Huffman Publishing Co., City. 

GENTLEMEN—Three months’ advertising in The Evening News 
brought greater returns than all the other Dayton Dailies combined, 
for twice that period. It seems to reach the “‘ buying masses.” 

Empress JOSEPHINE ToILet Co. 


The above letter is proof of the value of the NEWS as 
an Advertising Medium. 


For further information address home office or 


H. D. LA COSTE, 38 Park Row, N. Y. 
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“In her ‘Post-Intelligencer’ 
Seattle has one of the four great 
papers of the Pacific Coast.” 


—‘*Harper’s Weekly.” 





A GUARANTEE. 


The Post-INTELLIGENCER hereby guarantees 
its advertisers a bona fide paid circulation, 
Daily, Sunday and Weekly, double that of any 
other newspaper published in the State of Wash- 
ington. Advertising contracts will be made 
subject to this guarantee. 











A. FRANK RICHARDSON, C. A. HUGHES, 
Special Agent, Eastern Manager, 
13, 14, 1§ Tribune Building, 93. 94 Times Building, 
New York. New York. 
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Press 


Stververnereervtrnererstrnerersernertrteretys 
= 3 
= Sells 70,000 i’ 
= 3 
E Copies Daily. i5 
7AM AU JAJA AAJA JAJAJAJA 


If there are any possible _ 
disbelievers of this claim 
we will satisfy them. 


mS 


, 


) 


C. J. BILLSON, 
86 and 87 Tribune Building, 
New York. . 


or Orr AMS AY 


iiaiatemeas A 
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The Weekly 
Courier-Journal 


LOUISVILLE, KY. 


a 


Nearly every one in the Southwest 
swears by the COURIER-JOURNAL. 
Some ‘swear a¢ it. It hits hard enough 
to make friends and hurt enemies. But 
the latter are few and mighty lonesome. 
The great majority of the best people of 
two generations have grown up with the 
WEEKLY COURIER-JOURNAL as 
a family friend and counsellor. It is the 
acknowledged champion of the best 
interests of the Southwest—the best 
section in the Union for advertisers this 
year. The regular subscription list issue 
is 145,000 copies every week. On January 
28th, and February 25th, 


200,000 


copies will be issued ; all for seventy-five 
cents per line, each insertion. 


@-e>C- 0-3-3943 


A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
Chicago. New York. 
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“Little Old 
New York” 


—as Richard Harding Davis calls it, 
has an area of 47,620 square miles. Oregon has 
94,560. Nobody really knows what papers, or how 
many, to use to advertise thoroughly in New York. 
In Oregon and on the Pacific Northwest it is dif- 


i. yo 


Portland Oregonian 


reaches everybody worth reaching in the State. It 


ferent. 


is the one big paper. It hasn’t any competition. 
The good advertising naturally comes to it first. 
As is usually the case, the rate per line per 
thousand in the best paper is the lowest in its ter- 
ritory, value considered. 
For facts and figures about circulation and 
rates, address 


OREGONIAN PUBLISHING COMPANY, 
H. L. PITTOCK, Manager and Treasurer, H. W. SCOTT, Editor, 


on S. C. BECKWITH, 
The Rookery, Chicago. Tribune Building, New York. 
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THE FARM NEWS. 


Formerly AMERICAN FARMER AND FARM NEWS. 
PUBLISHED BY 


The Hosterman Publishing Co., 
Springfield, Ohio. 


The name of this model farm paper has been shortened, but its 
circulation has been maintained and its character improved 
whenever it was possible to do so. 

It will remain the aim of its management in the future, as dur- 


ing the past, to make it the advertising medium par excellence of 


the agricultural papers of the world. 


MoRE THAN 165,000 Each Issue. 


The FARM NEWS has no axes of its own to grind ; is not 
published in the interest of any one only its subscribers and 
advertising patrons, and with its horoscope sweeps the entire 
field of agriculture. 

It guarantees the reliability of every advertiser every issue, and 


will not accept of advertising of a doubtful character at any price. 


WibPay ADVERTISERS svenyrime 


The Hosterman Publishing Company also publish the REPUB- 
LIC-TIMES (daily), REPUBLIC (weekly), and WOMANKIND 
(monthly), all of which stand at the head of the class they move 
in ; and it should not be forgotten that advertisers who have used 
them are a unit in praise of them. 

Won’t you give us a chance to do you some good via the use 


of their ad columns? 


GEO. S. BECK, 


Gen’! Advertising Manager. 
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NEwW ENGLAND 
MAGAZINE 


#<¢<¢e 


SOME PEOPLE SAY THEY CAN’T AFFORD IT. | 
&£&¢e¢ 


ADVERTISING 
Must be an Expense to 
‘‘Some People!” 











SUCCESSFUL ADVERTISERS CONSIDER IT AN INVESTMENT. | 


eee 

When advertisers take the trouble to read | 
the New England Magazine they generally | 
give us an order. | 


QUALITY 


AS WELL AS A 
Guaranteed Circulation — 
SHOULD COUNT FOR SOMETHING. 
e~WE HAVE BOTH.«<> 


RATES AND SAMPLE COPIES OF 


FRANK E. MORRISON, | 

WARREN F. KELLOGG, SPECIAL AGENT, 
PUBLISHER, 500 Temple Court, N. Y. 

6 Park Square, Boston. 1014 Boyce Bi‘g., Chicago. | 
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“Republic-Times,’’ 


PUBLISHED BY 


The Hosterman Publishing Co., 


SPRINGFIELD, OHIO. 
vee 


The REPuUBLIC-TIMEs is by all odds the leading and most influ- 
ential of the dailies of Springfield, Ohio, and is the only one using 
a perfecting press. The evidence of its value as an ad medium 
is found in the fact that advertisers always renew their business 


in its columns. 


The Weekly Republic. 


The use of the WEEKLY REPUBLIC (emphatically the best weekly 
paper in Southern Ohio), combined with the daily REPUBLIC- 
TIMEs, will thoroughly cover every nook and corner of the city 
of Springfield and Clark County, as well as large portions of ad- 
joining counties, for less money than any other medium or me- 


diums that you could possibly make use of in that section. 


‘FARM NEWS” and ““WOMANKIND” 


The use of the FARM News (the king of monthly farm journals) 
and WoOMANKIND (the favorite among the women of more than 
50,000 homes), in combination with the REPUBLIC-TIMEs and 
WEEKLY REPUBLIC, would leave but little to be desired, for the 
reason that by using the four the entire country from Boston to 
San Francisco and from Canada to Mexico would be covered. 


~wee 


GEO. S. BECK, 
General Ad Manager. 
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PRINTERS’ 


* SF THEOMAHA BEE 


Has made its mark as an advertis- 


ing medium of superior value. 
This is because it thoroughly Je 


Cr town in the great State of 
Nebraska where the Daily and 
Sunday cannot be found; not a farm- 
house or hamlet in which the Weekly 
is not read. It) also covers adjoining 
territory in Iowa, Kansas, Missouri 
and the Dakotas. It is up-to-date in 
everything that makes a newspaper great. 
It enjoys the confidence of its readers, 
and is a power of good to its advertisers. 
: KNOWN CIRCULATION: 
’ Daily, 25,000 Sunday, 30,000 
Weekly, 42,000 
A. FRANK RICHARDSON, 
CHICAGO: Cham. Commerce. NEW YORK: Tribune Bidg. 
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Best Paper in St. Paul, 


The 
GLOBE 


Daily, 
Sunday, 
Weekly. 


ae 


Eastern Office: 517 Temple Court, 
New York City. 


C. E. ELLIS, Manager. 


=2 
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Everybody 
Knows — 


that to cover ali the ground 
in the Middle-Western States you must 
use the Lists of the C. N. U. 


The more experienced advertisers and 


agencies generally begin with them ; and 


many, who have to be economical, use 
them to the exclusion of everything else. 
Good advertising cheap. 
No extras. 
Estimates free. Catalogue on re- 


quest. 


CHICAGO NEWSPAPER UNION, 


93 S. JEFFERSON STREET, 10 SPRUCE STREET, 
CHICAGO, ILL, NEW YORK, 
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To Printers: 


Send .Six Cents for postage on my elegant Price 
List, in five colors, with a living picture for a frontis- 
a 


piece. 
ca. 


NO PRINTING OFFICE IS COMPLETE 
ee WITHOUT IT... 


Ca~, 


Carmine 12% cents an ounce. Finest job inks, 
black or colored, at $1.00 a pound. Best news ink 
in the world at 4 cents a pound by the 500-pound 


barrel. 


Address (always with CHECK in advance pay- 


ment), 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
‘10 Spruce Street, New York. 


we 
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The Frelusive 


Advertising privileges 


in all ears and on all 
Stations of the 


BRE2KLY N-UNISN 
ELEVATED. RAILREAD 


Are controlled from May 
Ist 1895 by 


ror ETN & KISSAM 


Cars will be equipped 
with advertising racks, 
spaces to be 24x16 In., 
end spaces 24x14 IN. 








For rates address 
CARLET2N & KISSAM 
915. Postal! Telegraph Bldg. 
New York. 
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Catching People 


When They Least Expect It 
Does The Business. 


Therefore Advertise in the 


Waiting Rooms 


On the 


Chicago, Milwaukee & St. Paul System 


Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 


e 
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Kansas City 


they are wide-awake, progressive people— 
money makers and money spenders—quick to 
see and quick to grasp new ideas. Just the sort 


of people it pays to shoot advertising at. 


THE 
KANSAS CITY 
TIMES 


seems to reach these people more effectively 
than any other paper. Advertisers can afford 
to skip any other Kansas City paper, but if they 
miss THE Times they are not covering Kansas 
City and the adjoining territory as it should be 
covered. They are missing at least 75,000 peo- 
ple. The American Newspaper Directory for 
1894 guarantees its circulation to be: 


Daily, 22,116 Sunday, 35,775 
Weekly, 39,915 


=e 
For rates and other information, address 


S. C. BECKWITH, 
The Rookery, Chicago. Tribune Building, New York. 
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On the 
Face of it 


A newspaper shows its char- 
acter right on its face—like a man. Ex- 
perienced advertisers can almost tell the cir- 
culation and value of a paper by looking at 
it. Their judgment is better than sworn 
statements. 


It is easy to see why 


THE 
CLEVELAND 


WORLD 


has built up a solid circulation of over 40,000 
copies daily. You can look through the 
paper and see just why it interests the very 
best people. It publishes ten times as much 
financial advertising as all the other Cleve- 
land papers combined. It has a specially 
interesting woman’s page. Its whole effort 
is to please and satisfy its readers. That 
makes it good for advertisers. Ten dollars 
will buy more circulation in the Wor p than 
in any other Cleveland paper. For exact 
rates, address THE Wor.p Pus. Co., 

B. F. Bower, Gen’l Mgr., or 


Ss. C. BECKWITH, 
Tribune Building, New York. * The Rookery, Chicago. 
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, Advertising Fable No. 7 


the flowers, a ener one took so mack ae from his 
id as to leave the led 
for er went to the othe: took so ‘little water that the 
wers and died. the master saw this, he exclaimed : 
“ You blockheai! In future remember not to devote so much water to 
tae flowers as to leave me es fish, nor yet so liberal to the fish as 
to kill my beauteous blossums.”— sop. 

In advertising it is sometimes quite difficult to determine 
just how much can be wisely expended. 

It will not do to take so much money away from the 
business as to cripple it in any way; but, at the same time, 
enough must be taken to make the advertisements blossom 
and bring forth fruit. 

We are expert advertising gardeners. An experience of 
29 years has made us competent to advise our clients gs to 
the size and disposition of their appropriations, and if the 
matter is left in our care we are generally certain to pro- 
duce a good crop of results. 

Don’t trust your planting and cultiva- 
tion in inexperienced or incompetent 


hands. 


The Geo. P. Rowell Advertising Co. 
10 SPRUCE ST., NEW YORK. 





